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ONLY 18 MORE 
DAYS TO MAKE 
DECEMBER OUR 
GREATEST 
MONTH! 
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Publix Theatres ie Paramount Building, New York, Week of December 13th, 1929 


= ONLY 18 MORE 
DAYS TO MAKE 
DECEMBER OUR 
GREATEST 
MONTH! 
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NEW COST- CONTROL COMMITTEE 


ENCOURAGES SENSII 


“COLLECT AND 


CO-ORDINATE 


BRAINPOWER OF CIRCUIT 


Recently, Mr. Katz, at a meeting of his executive cabinet, di- 
“tected every member thereof to set aside definite hours each week 
for creative thinking in connection with the company generally, and 


his individual department particularly. 


He inaugurated in his own 


office, a “New Thought Basket,” into which will flow the best men- 
tal efforts of the cabinet membership. 

__Indoing this, Mr. Katz has set an example for every operation 
within Publix, which should eagerly be seized upon, and explicitly 


followed. 


There is no reason in the world why every theatre mana- 
ger cannot inaugurate exactly the same system in his own the- 


PUBLIX ON RAMPAGE AS 
DECEMBER PROFITS RISE 


atre. Similarly, there is no 
_ reason why every district mana- 
ger cannot inaugurate the same 
plan so that the best creative ef- 
fort of theatres in his district, 
will flow into his horizon. Dis- 
trict managers would do the 
same in presenting their ideas 
to division directors, and since 
all division directors have mem- 
bership in Mr. Katz’ Executive 

Cabinet, Mr. Katz would thus 

get ‘the brainpower”’ of the cir- 

cuit, in a broken-up manner 
that could easily and quickly be 
_. digested by him. 

Mr. Katz is a busy man, with de- 
mands upon his time and thoughis 
that do not face the rest of us. 
With men of experience and train- 
ing in this business standing be- 
‘tween each operation and himself, 
‘somewhere along the line, any 
worthy thought or idea is bound 
to find its proper level. 

In this connection, Your Hditor 
calls attention to the fact that 
many “ideas’’ which occur to a 
person ‘for the first time,’ and 
are original with that person, 
might still be ‘‘old stuff’? to a 


(Continued on Page Two) 


Idea to Enhance 
Campaign Vigor 


A good idea from Executive 
Vice-President Sam Dembow, 
Jt, is being hailed with delight 
by Publix showmen. By Mr. 
Dembow’s direction, all pre- 


mieres of pictures in the Publix | 


itcuit hereafter will be indeli- 
ly registered upon the con- 
tiousness of the local manage- 
ment of the theatre’ playing 
ame, by telegraphic advice 
rom Mr. Saal. An exceptionally 
igorous and intelligent ticket 
ng campaign will be ex- 
Ried. 
foreover, this campaign will 
mounted with particular 
{in a special individual 
book, and rushed to the 
Office, with the local 
andiser’s explanatory re- 
ndvice, etc. It will then 
Pontinued on Page Two) 
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January 3 
Jinx -Week 


While you’re holding the 
fort and fighting the slump 
enemy in December — the 
good news filters thru that 
past experience proves that 
the first week in January 
is usually a weak-sister. So 
after you've gotten your 
breath following your SPE- 
CIAL NEW YEAR’S EVE 
MIDNIGHT SHOW, and have 
slept off its| effects, shoot a 
few attention-bombs that 
will bring customers to your 
theatre during the week 
starting January 3. 


Let 


Judging by the box office reports from various points in the 
circuit, and the tear sheets, campaign reports and ballyhoo sam- 
ples pouring into the office of PUBLIX OPINION, the legions 
of Publix have risen like one man and are fighting tooth and 
nail against the annual December bugaboo which, so far, has 
been knocked for a distinct loss _ 


dhe preadcast anon the 
water by PUBLIX OPINION 
in the form of exploitation sug- 


'gestions, stunts and tip-offs for 


the December Drive, have 
come back amply buttered. 
For, nearly every suggestion 


that this publication has made, 


no matter how/difficult it may | 


have appeared, has come back 
to us as an accomplished act. 
Evidently, the boys in the field 
are on their toes and not let- 
ting a single bet go by. 
Once again we repeat the ad- 
(Continued on Page Three) 


TIIMMMIInmInm  M nn 


That Last Smash! 


On New Year’s Eve, | 
crowds are. 


Have ten minutes 


from Xmas to New Year’s day. 


some good local talent. 


No reserved seats. 


night, Dec. 31, too. 


SUMMIT AA 


For a final, smashing, money-getting effort on your DE- 
CEMBER DRIVE, present a SPECIAL NEW YEAR'S EVE MID- 
NIGHT PERFORMANCE in your theatre. 
mission, but put on a show that is worth the money. Do it with 
local talent, but get GOOD talent! 


everybody wants to go where the 
The thousands who don’t want to spend a lot of 
money on a cafe party, want to go to a show. 


of ‘Hot Community Singing,’ led by 
someone who knows how—a local personality. 
mayor or some other gent of personality who likes to be a good 
fellow before big crowds, would LOVE to be your FREE master 
of ceremonies, and introduce a few good kid-acts. 

Get some paper hats and a few hundred noise-maker-toys to 
give away. You can get them cheap in quantities. 

ADVERTISE your midnight show on your screen—in spe- 
cial SCHOCKER POSTERS, and in your daily newspaper. ads 


Don’t try to stage an elaborate stage show, or you'll en- 
counter all the difficulties, that production entails. 
can hire an expert to do it for you for $25 who will also hustle 
Usually a woman who runs a kids’ 
dancing school can do it great, and can get the kids to promote 
their parents into furnishing appropriate costumes. 

If you have to have an alibi, which you don’t, as a last re- 
sort, you can offer 5% of your gross profits (don’t advertise 
the amount or percentage) to a local charity. 
Publix theatres are staging midnight shows. 
First come, first served. Clear the house at 
11 o’clock. By the way, you can get holiday prices all day and 


Charge double ad- 


Maybe the 


Maybe you 


Hundreds of 
You can do it too. 


Piece ce 


& 


ET 


SPEND 


‘MR, DEMBOW JW INAUGURATES 
SANE SCHEME TO OBVIATE 


FRENZIED 


ECONOMY DRIVE 


Publix personnel is Mecdne the oe the newest organizational in- 


novation today, as revealed by 


an announcement from Execu- 


tive-Vice President Sam Dembow, Jr., who has inaugurated the 


effective operation of a 
encourage sensible ‘Spending. _ 


PARAMOUNT T 
OFFER FINEST 
PRODUCT 


Presided over by Sidney R. Kent 
and with Division Managers John 
Clark and George J. Schaefer, in 
charge, the annual convention 
of Paramount district and branch 
managers was brought to a close 
last Saturday after a twa day ses- 
sion in the Roosevelt Hotel, New 
York. 

Addressed by Mr. Zukor, Mr. 
Kent, Mr. Lasky; Mr. Katz, and 
others, more than 50 members of 
the distribution department and 
home office executives listened to 
discussions on the sales policy for 
the coming six months and also 
to an outline of the new pictures 
to be released in the Spring group. 

In his talk, Mr. Zukor predicted 
a brilliant future for Paramount- 
Publix. 


“Never was the outlook for 
record grosses in the theatres | 
so favorable,’’ he said. “And 
never has Paramount’s pro- 
duction organization lined up 
so fine a group of outstand- 
ing pictures as will be re- 
leased during the coming 
months. Never have Para- 
mount’s relations with the 
trade and the public been so 
happy as now. Never have 
I been more optimistic about 
the future of all branches of 
the motion picture business 
than I am today.”’ 


Folowing Mr. Kent’s introduc- 
tory message on the first day of 
the convention, Jesse L. Lasky, 
first vice president in charge of 
production, spoke in detail about 
the product for the next six 
months. 

“In co-operation with the 
theatre and sales. depart- 
ments, and after a study of 
outstanding box-office  suc- 
cesses for the first period of 
the year, we are able, because 
of the tremendous changes in 
the manner of making pic- 
tures, to re-arrange and ad- 
just our coming schedule to 
give the maximum in box-of- 
fice value. 

“Taking our cue from such 
outstanding parcels of enter- 
tainment as ‘The Love Pa- 


(Continued on Page Seven) 


“cost- eontrol committee,” 


designed to 


committee, with Mr. 

pa as” its chairman, 45° 

Sas of the following 
Home Office executives: 


PAUL RAIBOURN, 
Departmental salary costs. 
ETZLER, Travel- 
ing expenses, telegram and 
telephone costs, etc. 


L.- J. LUDWIG, Unabe 
sorbed overhead, warehouse 
expense, payroll increases 
and additions. 


Be ak GOWTHORPE, 
Petty cash, supplies, miscel- 
laneous. 


JOSEPH WALSH, Main- 
tenance items, postage. 
In addition to the foregoing, 
department heads will have ex- 
(Continued on Page Two) 


PUBLIX ROCKS 
BROADWAY! 


Three of the four Publix 
theatres on Broadway broke 
house records on the week 
ending Dec. 6, and were the 
storm centers of this busy 
thoroughfare to which all 
ticket-buyers seemed destin- 
ed. They are: 


1. Rivoli—‘Taming ot 
the Shrew.’’ This picture 
topped the previous house 
record, held by Fairbanks 
in “Man in The Iron 
Mask’”’ by $236. 


2. Rialto — ‘*Trespass- 
er.” Broke the fourth 
week’s recdérd of that 
‘‘House of Hits.’’ 


8. Criterion — “Love 
Parade.”’ Knocked this 
house’s weekly record in- 
to~a cocked hat the first 
“six days. “Variety” says: 
“This attraction is easily 
No. 1 in any call for $2 
talkers.”’ 


The Paramount, Publix’ 
fourth house on Broadway, 
rolled up a big gross on the 
second week of “Saturday 
Night Kid’’ which, together 
with the tremendous first 
week of the same picture al- 
most averaged a record for 
that huge theatre, too. 


= 


rsteegeec Tee stsececccceseeeeres epecceeaue 


PE 8 8S OOS Oe 6 OS SS OSE SS SE SSS SSSSSE OSS U SOO EES OS OS OG OS SS OSS SESS ESE Se See eee eeSeseuESeescusseouucaue 
SUUEESVSSSEE SSE SS eeenesy 


BBaSSaesn' SASHISSSGSSSaSaSnaSSODEAw | 


72 


PPCM Regal to vesigy h T 


on 


ee ata ee 
. ae 


~~ 


Lat AEE TO 


oS YR 
pepe re iad 


ent I": 


fas 
‘| 


> ast eae ae 


rs § 


Rope i ie 


ae ER 
+ 


er 


gS OI 


a 


ey 


ann OP TD 


SANE SCHEME 


a 


Sp atin Seca 


2 | | | PUBLIX OPINION, WEEK OF DECEMBER 13rtu, 1929 


ACTION ON THE CHRISTMAS DRIVE! — 


Publix Florida Theatre, Jacksonville, are two more smart showmen who 


ENCOURAGES 
ECONOMY 


(Continued from Page One) 
officio membership in the com- 
mittee. 

“In organizing our cost-con- 
trol in this manner,” declared 
Mr. Dembow ‘we eliminate 
any frenzied or ill-advised 
“economy drives” or “efficiency 
experts,” and at the same time 
have sanely ordered justifica- | 
tion for every expenditure. 


“We hope thru the 
sensible scrutiny of ex- 
penditures, to make avail- 
able funds for purposes 
that everyone would like 
to see them used for, 
namely, expansions and 
operation helps. 

“All plans and ideas, at their 
inception, will be presented to 
the committee. . The cost angle 
will be considered to determine 
its value on the basis of its ra- 
tio of costs to results. 

“The committee will not 
act as an organization to 
conduct an “economy 
drive,” continued Mr. Dem- \ 


shown below. 


Sol tol 


bow, “nor will there be = hy Golhleg 
y A ta’s Com! 

such a thing, except as it | Town in a Blaze of 

operates regularly in every Glory Tomorrow! 

Icome Home 


city, under the supervision 
of local management. 

“However, it is possible 
to sanely effect economies 
in many places, and these 
will be made after due rec- 
ommendation from their 
local point of origin. 


“One interesting economy 
suggested by Mr. Walsh, who 
has charge of mailing, is that 
mail go in batches, via air, and be 
re-distributed at central points. 
This saves time and money, 
and eliminates the necessity 
for many of the telegrams 
that now go forward from New 
York. 


“Doubtless hundreds of our 


Santa Wi 
Toyland, 3rd Floor 
To, Geos He Me Tham 
GRC BAS lee Li 


hildren and Their Parents 
< ie Cordially Invited 


showmen will suggest equally 
advisable economies. We also 
expect, and want to encourage 
any ideas for additional ex- 
penditures that may be justi- 
fiable by possible valuable re- 
sults.” 


USE’EM IN ADS! 


Here is some good “atmosphere” for your December Drive ads. 
They not only enhance the appearance of the ads but get your mes- 
sage of big pictures for December across. 


Publicity Director Jonas Perlberg and Manager Al Weiss, Jr., of the 
took PUBLIX OPINION’: tip and went after merchant tie-ups for the December Drive. 
show referred to below, Not only did they do that but they PAID for the ads, also shown below. In addition to that, they made announcements 
during the Radio program daily, and placed signs in all their windows. 

The two Publix showmen staged a parade which, led by the Po 
Mayor greeted Santa Claus and gave him the key to the city. 
was held. The merchant furnished balloons, boxes of candy, prizes and souvenirs to make it a gala event. 
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PLAN CORRALS 
BRAINS 


(Continued from page 1) 
person of wide travel and experi- 
ence in this business. However, 
often an old idea with a new slant 
or twist becomes a new one, or it 
might be presented at a most time- 
ly moment when its value would 
be greater than it ever was when 
originally used. 

Letter a Week 

So if you’re an alert showman, 
you’ll encourage your organization 
to send in to you, at least one let- 
ter a week, offering creative new 
thoughts. These letters should go 
thru proper channels. Contribu- 
tors to Mr. Katz’ ‘“New Thought 
Basket,’ as a matter of organiza- 
tional necessity, are confined to the 
membership of his executive cabi- 
net. However, any member of 
that cabinet will be glad to pre- 
sent and properly credit any 
worthy idea and its creator. 

This has always been the policy 
and purpose of PUBLIX OPIN- 
ION, which is not changed in any 
manner by Mr. Katz’ ‘“‘New 
Thought Basket.’ If you have a 
good idea that you want to get to 
Mr. Katz, and it merits publica- 
tion in PUBLIX OPINION, Mr. 
Katz will see it, and act upon it as 
circumstances require. 


IDEA TO ENHANCE 
CAMPAIGN VIGOR 


(Continued from Page One) 
be incorporated in home of- 


to show what has been done 
that is worth repeating. Warn- 
ings of impending “premieres” 
will come from district bookers, 
and after that, the local man- 
agement will do the rest. 


lice Band and Boy Scout Bugle Corps, proceeded to the City Hall where the 
From there, the procession marched to the F lorida Theatre where the regular program 


Another tip of PUBLIX OPINION which was put into effect is the herald idea. 
free. The ads of the merchants took care of the expense. 


“NEW THOUGHT” "oj 


The merchant BOUGHT the tickets for the special children’s 


Advance publicity stories and pictures are 


Thousands of these heralds (shown below) were. distributed 


’ . ty 


ma with 0 bg 
Movies! Giits! Prisai! Music! 


ete., every year by exuberant stu- 
dents so last year he decided to 
circumvent that by holding an in- 
vitation performance for the team 
and the students. 


Manager M. A. Baker’s annual 
gratis performance to the students 
of Notre Dame University before 
the big game of the season at the 
Colfax Theatre has again worked 
out beautifully this year. This 
smart Publix showman got tired 
of having his theatre wrecked, 
ornaments stolen, seats broken, 


Appreciating the courtesy, the 
students behaved themselves ad- 


mirably. Not only did Manager 
Baker’s theatre escape injury but 
he gained valuable goodwill from 
the student body and the commu- 
nity generally as well as much 
publicity from the newspapers on 
the stunt. 


fice manuals for each picture, 


ON THE NEWS STANDS 


A week to week news stand tie-up, effected some time ago by 
Hart A. Wolever of the Publix Piccadilly Theatre 4n Rochester, N. Y., 
is working out very satisfactorily. The magazine distributors place 
500 of these 11 by 14 cards weekly in their dealers’ windows and on 
street news stands, with NO PASSES given by the theatre. Total cost 
amounts to about $15 weekly. This is a sure fire coverage at little 
cost that could be made in every city. 
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(Continued from Page One) 


_ monition made in the last issue 
_—DON’T REST ON YOUR 
_ LAURELS—KEEP GOING! 
_ The drive is nearly half over 
_ but the hardest part is yet to 
come! Your job is to SELL 
_ the greatest number of tickets 
_ from now until New Year’s 
_ Day. SELL ’EM! Use every 
means at your disposal! 
_ KEEP GOING! 
_ On this page, and other pages, 
_ are some more tips for you to 
help make this month the great- 
est profit period of the year and 
thus accredit Publix with mak- 
' ing more history in the theatre 
industry. 


Publix Theatres 
| Dallas, Texas 


PS 


‘ Santa Claus’ arrival at Palace 
to be campaigned in advance, with 
' Tepresentatives from theatre, city, 
and paper at airport to meet Santa 
Claus coming in from North Pole 
by airplane. Pictures and stories 
‘fa papers. (Working) 

_ Have Santa Claus in lobby to 
meet kids two weeks before 
_ Christmas. Tie up with candy 
' company to give out small 

stockings of Christmas candy to 
_ kids under 12. (Santa Set... 
' Candy to be promoted.) ; 
_ Have large decorated box in 
lobby two weeks before Christmas, 
‘to receive old toys from children, 
under 12 years of age, who will be 
admitted to theatre on receipt of 

‘same. Toys to be turned over to 

Community Chest two days before 

Christmas. Stories and cuts. 

_ Have lobby decorated two weeks 

before Christmas, with trees, tinsel, 

bell, etc. I f necessary, three weeks 
advance. 

_ Have celebration on stage and 

reen On morning before Christ- 

taas Day for poor kids. Give out 
candy at door. Picture for them 
wich as “Peter Pan,” ‘Robinson 

Crusoe’; Santa and acts from 

Publix unit on stage in informal 

entertainment. Have Mayor wel- 
tome them to theatre. 


Publix-Saenger 


4 New Orleans 
L 
7. 
1, Santa Claus to give out toys 
in lobby—arrange with local de- 
artment store to display their 
toys and furnish man in costume. 
2. Christmas tree in lobby—to 
edecoratedwith ornamental cards 
bearing names of coming attrac- 


_ Promote gifts from local mer- 
chants—have ‘trade money” 
Printed in denominations of 25c 
and 50c and $1.00, cooperating 
‘Merchants’ names on back. This 
Money to be given out in ac- 
cordance with cash value of 
tickets, for example: a 25c 
ticket receives a 25c coupon; 
two 50c tickets receive a dollar 
coupon to be given to the lady, 
on your off night hold auc- 
tion of gifts on stage; trade 
money only to be accepted. 
(This to be run 8 weeks. ) 
8. Reduced carfares to theatre 
trons, by street car company. 
4, Reduced taxifares, 2 for 1 
to theatre patrons. 


5. Cooperative page ad in all 


. Decorate lobby in Xmas at- 
“ontact maintenance depart- 
. Get mail-early booklet. See 
ter for distribution by 
-carriers. . 
aissified ad tieup with pass- 
bal paper, including ‘‘shop 
jropaganda in ad on the 


‘f 
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CAN’T BE DONE? — NOT MUCH!! 


Another swift one tossed over 


the plate by PUBLIX OPINION 


and knocked for a homer by City Manager J. P. Hoeffler, of Publix- 
Washington, Orpheum and Belasco Theatres, Quincy, Ill. Hoeffler 
got the local taxi-cab company to pay for this herald in consideration 
of the back page ad and the local postmaster to have his men dis- 
tribute it, The upper half of the reproduction, below shows the front 
and back of the herald, the two flaps on the end folding outward to 
form the front. Below that is shown the inside of the herald. Note 


the predominance of theatre copy. 


A 
Merry 
Christmas 


for it’s a gala 


Season packed 
with, 


Entertainment 
Gifts 


and inaugurating 


& 


Happy 
New Year 
of 
New Show World 
Attractions 


per person! 


the MATINEE. 


CR By 


| § Quincy 


ee NT 


Give Publix Theatre 
ickets to your friends 
for Christmas! You 
may purchase as many 
as you like; have them 
enclosed in. a Publix 
Holiday Envelop, and 
your gift is ready for 
you. Just ask the 
cashier. of any Publix 
heatre! Your Christ. 
mas shopping is made 
easy for you! And 
your gifts will carry 
opines and greater 
ntertai 
Anat inment to your 


9-20-21—Davey Le, 
: eye 
+ 22—Evelyn Brent in space 


d in “Thi 
wney in 


9. Tieup with department stores 
for Xmas gifts to their first ten 
customers; daily passes for thea- 
tres. They in return to give you 
space in their ads to equal cash 
value of tickets. 


10. Arrange some sort of stunt 
that will plug the local charity 
that your local newspaper is spon- 
soring. This is a sure space 
grabber. 

11. Tie-up with local dairy. 
Copy to read: 

For HEALTH drink 

Dairy Milk every morning — 

100% pure! 
For PLEASURE: attend the 
theatre in the after- 
noon—100% entertainment! 


Tivoli Theatre 


Richmond, I ndiana 


Manager G. T. Gallagher writes, 
“The country is in the grip of a 
Yo-Yo Top craze, and some towns 
are staging these contests. I am 
weighing the advisability of hold- 
ing a series of these contests here.” 


Publix-Great States 
Chicago, IIl. 


“An Ace in the Hole,’ M. M. 
Rubens calls the following propo- 
sal for promoting ticket sales 
around Christmas time. 

Printed postcards with holly 
borders will be sent to owners 
and managers of offices and fac- 
tories that do not have merchan- 
dise of their own to sell. These! 
postcards will notify the em- 
ployer that theatre tickets in 
any quantity can be purchased 
as gifts for employees. This is 
an extension of the ‘Theatre 
Tickets for Christmas Gifts’’ 
idea. 

Two other angles not to be over- 
looked are the ‘‘Homecoming”’ and 
“Welcome Home” angles.  Stu- 
dents have an opportunity to spend 


Sie an Ni Nie Nise RS 
Phone 70 


“CALL A YELLOW” 


HOLIDAY MATINEE SPE 


Thru an arrangement with Publix 
Theatres, MatineeShopping parties 
of three or more persons may have 
Yellow Cab Service to. and from the 
Theatre for a one way charge of 25¢ 


EE] EEE 
Phone 70, “Call a Yellow,” and the driver 
will take your party to a Publix Theatre 
| for 25¢ per person. We will give you a 
return trip ticket whieh will be stamped 
by the Theatre Cashier when you purchase 
your Theatre Ticket. The return: ticket 
entitles you to a FREE trip home after 
Just tell the Theatre 
Cashier when you will be ready to leava 
and a Yellow will call and take you home? 


Transfer Co. 


see ke Roo 
ee 26—Doug. Fairbanks, Tee “The F 

Bs ae 8—Lloyd Hughes in “The My ie 
-30-31-—Janet Gaynor in “Chris: 


THE BELASCO 


DECEMBER 
CALENDAR 


holds the key to 
holiday happiness 
that is waiting 
for you on the 


Talking Screens 


of 
THE WASHINGTON 
THE ORPHEUM 
THE BELASCO 


? 


Shop and Sena: 
Before Dec. 15 


gz @s an extra 


Bs inducement 
to bring you 
= down town 


§ 


will present 
exception. 
ally power. 
ful enter. 
tainment 
during the 
month of 
December 
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Refresh yourself before 
and after shopping by 
Seeing these great shows 
at your Publix Theatres, 


° 
= 
Affair’ g Chotce seats at 
: bargain matinee 
Rrices — the 
worlds finest 
CPs entertainment 


await you?! 4 


|their holiday vacations at home, 


and the theatre can very easily ar- 
range certain college night per- 
formances. The theatre can also 
build a “‘Meet Your Homecoming 
Friends in a Publix Theatre’ cam- 
paign. 


Publix Great States 
Madeline Woods 


Manager R. A. Howard of Chi- 
cago Heights has made a tie-up 
with a local jewelry store to give 
away a $350 diamond ring on New 
Year’s Eve at the midnight show. 
The diamond is called a “‘Blue-bird 
Diamond.’’ Mr. Howard is of the 
belief that any dealer handling 
Blue-bird Diamonds will lend the 
same co-operation as the Blue-bird 
people are enthusiastic about the 
tie-up. It would be greatly to 
your advantage to investigate im- 
mediately to learn what jewelry 
store handles Blue-bird Diamonds. 


District Manager Tom Ronan 
and the managers of his district 
have effected a _ tie-up with 
clothing stores whereby over 
$100 in merchandise will be 
given away in each town on 
Christmas Eve. A, Santa Claus 
drawing contest is already in 
full swing. Also, an “Old Fidd- 
lers’ Contest.’’ Concentrated 
drive being made to sell tickets 
as Christmas gifts with mer- 
chants, factories and other em- 
ployers being contacted to pur- 
chase and give away theatre 
tickets to their employees as 
Christmas gifts. 
Great merchant tie-up reported 

in E. St. Louis by District Manager 
Henry Stickelmaier based on 
movement to trade in that town. 


Quincy got out programs show- 
ing what is going on in the thea- 
tres during the month, including 
sales talk for Christmas tickets, 
“Shop and Send Early” and mati- 
nee copy. The back of the pro- 
gram contains an ad from the yel- 


low cab company which reads: 
Thru an arrangement with 
Publix Theatres, Matinee-Shop- 
ping parties of three or more 
persons may have Yellow Cab 
Service to and from the Theatre 
for a one way charge of 25c per 
person! 
Bloomington is a hive of activity 
with toy shows, free show for chil- 
dren of institutions and a big tié- 


up with the newspaper for annual | 


Christmas party which gets the 


theatre loads of publicity. Tie-up. 


made with the street car company 
which will use banners on all ears 
reading: 

Ride the cars—beat the bad 
weather — remember, December 
—big show month of Publix 
Theatres, etc. 

Special telegrams (at special 
rates) sent to business executives 
and leading merchants advertising 
December attractions—same to’be 
prominently posted. Post-office 
tie-up whereby banners are car- 
ried on all trucks urging people to 
shop and mail early and check 
parcels at Publix Theatres during 
big show month of December. 

Manager Lawler has tied up 
with the Telephone Company 

‘ and has loud speakers in Bloom- 
ington’s busiest cafe, in the lead- 
ing smoke shops and confection- 
ery stores. Throughout the day 


ub 


Profit Drive. 


UCL PEELE CeO CE 


All managers were requested 
to carefully read and check over 
list of suggestions, ideas and 
stunts offered in PUBLIX OPIN- 
ION issue of November 8th, 15th 
and 22nd. 

2. Xmas Gifts to be given away 
to children accompanied by 
Adults, both matinee and night. 
Undoubtedly, children will urge 
parents to attend theatre for these 
gifts and this will help to increase 
business. 

8. Santa Claus Suits and Xmas 
Trimmings for trees have been or- 
dered and will be shipped in plen- 
ty of time. This should help to 


3g 


give the front of house, lobby and 


theatre the right atmosphere. 

4. All managers were requested 
to arrange tie-up with local danc- 
ing instructor to stage a local 
stage attraction. This has been a 
yearly event in Muncie and has al- 
ways proven very successful, be- 
cause it attracts the attention of 
parents as well as their friends. 
Mr. Muller at Anderson has com- 
pleted all arrangements for his lo- 
eal attraction. 


Special Trailers 


5. Special announcement trailers 
on the December campaign have 
been ordered and are going for- 
ward today. 

7. All letters mailed from this 
office will carry the following 
slogan “C’mon boys let’s all make 
December our banner month.” 


7, Wach manager has been re- 
quested to embody one paragraph 
in his weekly letter, mentioning 
what he had done to put over this 
December campaign and the re- 
sults accomplished. 

gs. All managers have been re- 
quested to effect a tie-up with the 
local post office and place cards in 
prominent spots of post office ad- 
vertising attractions. 

9. New Year’s Eve Midnight per- 
formances are to be held in all 
elass houses. Program and com- 
plete campaign being worked out. 
10. Special window cards are be- 
ing prepared and will mention 
midnight shows. These will go 
forward the coming week. 


Gifts for Patrons 


41. All managers have been 
urged to arrange tie-up with local 
merchants for gifts to be given 
away the week before Xmas or for 
the New Year’s Eve Midnight per- 
formances. 


MMM CELL 


XMAS REMEDIES 


The following report of District Manager EH. R. Saether, of 
Ohio and Indiana, to Division Director Arthur Mayer indi- | 
cates just what is being done in his district on the December | 


and evening, Manager Lawler 
‘broadcasts’? on December at- 
tractions and uses records of 
theme songs. 
Furthermore, he has tied up 
(Continued on Page Four) 


Twin Falls Excited 


Over Print Situation 


Getting the public all excited 
over his efforts to book, ‘The 
Virginian,’’ Manager Joe Koehler | 
of the Idaho Theatre, Twin Falls, 
Idaho enjoyed the best opening in 
spite of bad weather that-he had 
ever had. 

He advertised a week ahead of 
time that he was going to open 
with the picture on a Sunday. 
Then the radio stations made an- 
nouncements to this effect, ‘Joe 
Koehler could not get a print 
from San Francisco but is now 
trying to get one from St. Louis.”’ 
These announcements, plus addi- 
tional information about the pic- 
ture, playdate, and theatre, were 
made for’three days. This effort 
to obtain a print became the talk 
of the town resulting in a lot. of 
word of mouth publicity. Of 
course a print was obtained on 
time, but not from a large station. 
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The report is dated November 30, so that by 
now practically all the States are at work. Mr. Saether de- 
clares that a great deal of credit for this campaign belongs to 
Miss Madeline Woods, Publicity Director of Publix-Great States 
theatres, for her wonderful help and co-operation. 


suevecaenceecnaceareccenenceencuauuceecernnnggeecceuaecuancacgeeancvagaaeaeenececeeg ec 


12. In many towns special bene- — 
fit performances have been ar- 
ranged for Monday nights with 
Civic, Fraternal Organizations, 
Clubs, High Schools and Factor- 
ies. 

13. Various tie-ups have been 
made with local newspapers for 
some sort of a contest whereby 
mention is made of ‘““DECEMBER 
BIG SHOW MONTH” or special 
mention being made of each big 
picture played during the month 
of December. 

14. In other towns special mer- 
chant nights have been designated 
to give away, Radios, Furniture, 
Silverware, etc. 


Menu Programs 
Programs in leading hotels, 
cafes, attached to 


15. 
restaurants, 
menus. 
16. Tie-up with schools with spe- 
cial prizes for the best stores on 
certain attractions appearing at 
the theatre during the month of 
December. 
17. “SHOPPERS MATINEE,” 
however, maintaining our regular 
prices as I do not favor reducing 
prices, but prefer to elaborate on 
the great attractions at regular 
prices. ; 
18. Co-operative merchants cam- 
paign whereby theatre patrons ob- 
tain exclusive price reductions on 
various merchandising. 
19. Tie-up with Parent Teachers 
Associations of Public Schools en- 
dorsing method of distributing 
kiddie gifts. Special announce- 
ments to be made in the schools. 

: Group Meetings 
20. Each district manager will 
hold a group meeting with his 
managers to carefully plan and. 


organize a full and complete cam- 


paign. 

21. All managers have been re- 
quested to endeavor to instill en- 
thusiasm and pep to their entire 
personnel, also to try to get the 
entire community aroused in our. 
campaign. 
22. Co-operative newspaper ads 
with local merchants, theatre re- 
ceiving special mention of cam- 
paign and big pictures appearing 
at local theatre during the month 
of December. 


23. Every effort has been made 
to book the strongest pictures 
available during this period and 
booking department received in- 
structions to carefully select short 
reel subjects to give proper bal- 
ance and variety. Also to check 
length of entire shows. 
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IDEAS, ADVISES 


BORROW USEFUL 
BOTSFORD | 


“Borrow; ideas wherever you, 
may get them,” declared A. M. 
Botsford, director of advertising 
and publicity in a talk to the 
men at the manager’s school. 
“Life is too short for the pri- 
ma-donna attitude on original- 
ity. If new ideas lessen your 
work so much the better, if 
they lessen your brain work so 
much the better.” . 


The talk was delivered during 
a week devoted to additional 
study of advertising and exploita- 
tion in its various forms. The 
question of wall boards for dis- 
play purposes was covered early 
in the week when a representative 
of the Upson Board Company lec- 
tured on the composition of dif- 
ferent wall boards and uses to 
which they may be put. He an- 
nounced that the Upson Board 

\ Company, which is located at 
Lockport, New York will furnish 
information on all wall board 
problems. Not only that but it 
will suggest a variety of uses for 
display, stage decorations, theatre 
fronts, ete. PUBLIX OPINION 
strongly recommends that mana- 
gers obtain the booklets put out 
by this company for their value as 
idea builders. 

Newspaper tie-ups and co-opera- 
tive advertising took up a good 
portion of the week. Mr. Levine, 
who covered the subject, declared 
that in all tie-ups both parties 
must benefit but never one at the 
expense of the other. The theatre 
manager contributes the prestige 
of Publix, sometimes the lobby or 
other parts of an expensive house, 
and a weekly audience that often 
rivals in numbers the circulation 
of a newspaper. ‘There is little 
that a merchant or a newspaper 
can offer that is as valuable as all 
this. It is only just,. therefore 
that in most cases ALL expenses 
be born by the party to the tie-up. 

Word of Caution 

Mr. Levine, however, issued a 
word of caution. The contact with 
the merchant, he declared, does 
not cease after the particular bit 
of exploitation is over. All prop- 
erty that is borrowed must be pro- 
‘tected and returned when prom- 
ised. The manager should be care- 
ful of the attraction he uses as 
his share of the tie-up and of the 
results that he guarantees. A bad 
flop may make future contacts dif- 
ficult. 

On Thursday, the work of the 
advertising department was ex- 
plained by Mr. Botsford and by 
fuem Stewart. Mr. Botsford dis- 
cussed the divisions of the organi- 
gation, while Mr. Stewart covered 
the making of manuals and the 
other activities of his department. 
He pointed out that a special 
gource of information ‘was needed 
in the show business because indi- 
widual exhibitors could know so 
little about the product they were 
selling. For that reason manuals, 
‘letters from the home office, press 
‘sheets, etc., were so necessary. 

Problems Vary 


Mr. Roberts, who is in charge 
of copy in the advertising depart- 


ment, spoke after Mr. Stewart. 
Roberts had. been a theatre mana- 
ger himself. He declared that at 
all times the individual exhibitor 
was kept in min4. 


ual is only meant to suggest ideas. 


Ideas that seem impracticable out 
nevertheless, 
been tested and almost always can 


in the field have, 


be worked. 


The remainder of the week was 
devoted to criticising the ads 
It is 
well over two weeks now that the 


drawn up by the students. 


i men have been preparing ads and 


_cient from day to day. 


must tell a story, and must sell. 
Determining 
sales angle is therefore the first 
consideration in planning a poster. 
After that comes the question of 
how best to put the message 
across. 
and composition in this medium 
are essentially the same as in 
newspaper advertising. The body 
of the poster may be balanced 
unit for unit to form a symmetrical 
design, or it may be unbalanced 
in a trick design. 


lettering. 
ters made up entirely of copy. 
such the legibility and neatness of 
the lettering is of utmost import- 
ance. 
torial elements as well as copy. In 
those cases the lettering becomes 
part of the design. 
however, is always of such value 
that no matter what the design 
may call for in the way of artis- 
try or unusual arrangements, the 
lettering must always be legible, 
not only at close hand but from a 
distance too. 
gotten, to the detriment of the 
selling power of the poster. 


Where color heaviness is desired, 
a dark blue or purple will be 
found more effective. 


very strong contrasts. 

orange and pure blue will give 
this as well as red and green. In 
the case of these colors, the 


Because all 
problems are so different, because 
local conditions vary so, the man- 


according to Mr. Botsford they are 
becoming more and more profi- 
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TO ORGANIZE A POSTER 


(EAA ERBARIO 


HOW 


A poster must attract attention, 


the message and 


The principles of layout 


Next in importance comes the 
There are some pos- 
In 


Some posters contain pic- 


The message, 


This is often for- 


Color must next be considered. 


Black backgrounds are not recom- 
mended since they are too sombre 


to be good selling backgrounds. 


Certain color combinations give 
Pure 


results will be so startling, that 
it is wisest to unbalance them by 
making one or the other darker. 
The scintillating effect of pure 
orange and blue, or red and green, 
make use of these combinations 
unwise for lettering. Legibility 
is lessened. 

Any colors containing a common 
pigment are harmonious. Green, 
blue-green, and green-yellow 
would fall under this classification. 
Sq would violet-blue, violet, and 
violet-red. 

Yellow, orange, 
good foreground colors because 
they stand out. Blue, green, and 
purple give the illusion of distance. 

The effectiveness of a poster of- 
ten depends on the originality of 
the idea on which it is based, the 
proper color combinations, the 
newness of its design and a host 
of other elements. Fresh ideas 
are not culled from the air. The 
good poster artist keeps a compre- 
hensive file in which he stores 
whatever may be of use to him. 
We are reproducing the file head- 
ings used by the Publix Thea- 
tres ‘in New York City. Or the 
manager may maintain this file 
as part of the theatre property. 

Star stills. 

Poster star heads—male and fe- 


and red are 


DON’T SLAP YOUR 
LOBBY TOGETHER 


Do you slap your lobby together 
every time you have to change 
displays? Or perhaps you have 
your porter place posters, and dis- 
play material wherever he 
pleases? 

Every lobby presents an_ in- 
dividual problem in layout. First 
points to consider—the architec- 
ture of the-building and the lobby. 
Second—the location of the thea- 
tre. Third—the shape of the lob- 


by. Fourth—the side of best ap- 
Fifth— 


proach to your theatre. 
city regulations and ordinances. 
And lastly, the type of patrons 
frequenting your theatre. 

It is wise to have a lobby plan 
in your possession. On this should 
be indicated the size and position 
of every panel in your lobby and 
all the available surface space. 
You should also have the plans 
and size specifications for panels 
and displays that you may have 
in railroad terminals, department 
stores, etc. 


publicity that is not 


Paramount stars or pictures to 
plant with your amusement editor, 
get in touch with Arch Reeve at 
the West Coast studios. 


the paper containing copies of 
your ads. 


not been added for which you will 


tion or you can refuse to pay all 


\TION 


TICKETS FOR XMAS GIFTS! 


This letter, order blank and return envelope were mailed to all 
business houses in Danville, Ill., suggesting purchase of theatre 
tickets as Christmas gifts for employes. They were drafted by 
Thomas P. Ronan, district manager, with the assistance of Lew Worley. 
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male, 

Effective color combinations 
from various Soren le aera 

Pictures of stage stars—impor- 
tant since sound pictures. 

Poster treatment of heads from 
sources other than the show 
business. 

Cartoons and movie caricatures. 

Symbolic figures for music and 
stage shows. 

Figures of dancers in various 
poses. 

Bathing beauties. i 

Professional and costume em- 
ployees such as policemen, 
firemen, etc. 

Sports.. 

Industrials—skylines, factories, 
etc. . 
Transportation — ships, 
planes, trains. 3 
24-sheet posters that have un- 
usual value for cut-out pos- 
sibilities. 

Unit show material. 

Art publications for figures in 
the nude, backgrounds, etc. 

Celebrities—old and new. 

Emblems of leadership—Statue 
of Liberty, state emblems, 
ete. 

Producers year book. 

Holiday material. 

Western material. 


air- |, 


_ Publix Theatres es 
‘Fischer - Palace - Terrace 
Danville, Illinois 


Fashions. 
Travel booklets for _ back- 
‘Dear Ur. Olmsted: 
grounds. an ge Fini 
i Employers are taking advantage of the 
Children. opportunity to spread genuine. pleasure among 


PUBLIX 


their. employees and. friends givin Aa 


China and the orient. 
THEATRE TICKETS as a REAL, OHRISTYAS 


Good examples of layouts, let- 
tering, and design. 

Example of good poster work 
of Famous Poster Artists. 


SOME TIPS ON 
NEWSPAPER 
CONTACT 


Most papers pyramid their ads 
—either large ones on top and 
small ones on bottom or the other 
way around. Take advantage of 
the situation and prepare your ads 
accordingly. Also watch the ad- 
vertising practice of your opposi- 
tion and try to be sufficiently dif- 
ferent. 

Some of the best space on the 
amusement page is next to the 
margin (called the gutter). It is 
sometimes possible to obtain that 
position by contact with your 
compositor. 

Get a proof of every ad that 
you run. Make sure; that your 
copy has been placed with the 
paper sufficiently ahead of time to 
allow for this. 

Avoid planting ‘‘dog”’ stories— 
on the level— 
with your papers. If you make 
the papers look foolish you lose 
their good-will. 

If you need 


Theatre tickets are universal in their 
appeal, for no one is too young or too old to. 
appreciate a good show, These tickets are in- 
closed in an-appropriate GIFT EXVELOPE, and 
can be purchased in any. quentity desired: 
33,00 = $5,00 -.$7.50 and $10,00. 


“For your convenience we are’. inclosing 
our return order blank --- 


’~1# you wish tickets delivered on 
Christmas morning, inclose your check for the 
tickets and specify the quantity to be sent to 
the persons on your list, 


If you.wish the tickets sent to your 
office, advise us the mumber of gift envelopes 
you need for your requirements. 


You ere sure to please people with 
Theatre Tickets for the memories of & good 
show are lasting. 


Awaiting an opportunity of serving you.. 


Appreciatively yours, 
PUBLIX THEATRES 


shows free, with the printer 
using the back page as an ad. 
He is also using 1,000 usher 
cards to advertise Deeember 
Month of Big Pictures. 


Having just finished its Fashion 
Show, Joliet is now in the midst 
of a big Majestic Radio Show. 


DECEMBER 
PROFITS 
RISE 


(Continued from Page Three) 
with grocery stores using his im- 
print on paper sacks and offers 
passes for a certain number of 


information on 


Publix Theatres 
Des Moines, Ia. 


When checking your newspaper 
bills, go over, the past issues of 


When checking proofs 
make sure that extra space has 


A stunt in connection with the 
December slump has just been car- 
ried out in Des Moines with the 
Register and Tribune—a ‘local 
newspaper, by arranging the ac- 
tual sale of three hundred twenty- 
five tickets for the Newsboys The- 


be charged. If mistakes are made 


in ads you may either get a reduc: sacks turned in at the box office. 


He has made college and high- 
school tie-up whereby he will use 
movies of the basketball squad, 


together. Keep a careful lookout 
for mistakes. 


cheers, songs and stunts every} atre 
: ‘9 party to be held at the Para- 
Effect of Voltage ‘|night the week before Christmas. | mount Theatre, Monday, December 
a Turkeys, ducks and chickens will|93. The tickets were sold at the 
on Life of Lamps | be given away free on Christmas| yatinee price of 35c and this tin 
Eve at the smaller houses. was extended one hour} la 


\ 


than the usual matinee houn. . 2 
In addition to the abov 

M. L. Elewitz is also v, 
on a tie-up to have ay ¥ 
performance each nig} 
week before Christmas ~ 
an organization will sel, 
of tickets. Twenty-five ya ¥ 


(Continued on Page F 


Burning a lamp at too high a 
voltage, will give more light but 
will shorten the life of the lamp. 
This would apply to a 100 volt 
lamp on a 120 volt circuit. 

Burning a lamp at too low a 
voltage will mean less light at 
greater cost, e.g. 120 volt on a 
110 volt circuit. 


i 


District Manager Guy Martin 
reports that a program will be 
put on by a dancing school at 
Blue Island. It will be a crepe 
paper revue with all the ward- 
robe made of paper with 50: chil- 
dren participating. Manager 
Webster at Blue Island promo- 
ted 3,000 December calendars of 
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PUBLIX OPINION, WEEK OF DECEMBER 13rH, 1929 


MR. KATZ ISSUES FRESH 
RNING AGAINST ALL 
~ SALACIOUS AD COPY 


A fresh warning that Publix Theatres will not tolerate salacious 


advertising copy has been issued by President Sam Katz in 


a memorandum to A. M. Botsford, Director of Advertising and 
Publicity. It was occasioned by the following ad copy, used by 


' one of the Publix Theatres: 

q The Season’s Most 

: Daring Picture! 
F MILTON SILLS 

Z LOVE AND 

a THE DEVIL 

¥ Secret hidden passions. . 

‘ Repressed desires Insati- 
a able loves tempting, 
7 desirable women love- 


mad men 
q You'll find all of this and much 
more daringly revealed in the 
glamorous setting of a new 
Italy! 
“Love and the Devil’? may shock 
you, but it cannot disappoint! 
" Many times your attention has 
~ deen called in PUBLIX OPINION 
| to the fact that Publix Theatres 
> ust not lend itself to this char- 
- acter of copy. Im such copy as 
' this is hidden all the dynamite of 
’ censorship, anti-Sunday agitation, 
' adverse tax legislation and other 
deterrants to our business. The 
agitators do not point out. the 
- character of the pictures them- 
selves. They take advertising and 
' point out this character of adver- 
| tising as an example of the bane- 


ful effect of motion pictures. 


Aside from the fact that it is 
' poor business policy to use this 
" kind of copy, Publix Theatres are 
supposed to appeal to the family 
trade, to the decent minded people 
" who are looking for amusement. 
" We can well understand that 
' the enthusiasm of a manager for 
- salacious copy because it gets re- 
" sults at the box-office, may be the 
» reason for this excess of lurid copy. 
"The standing rule that will bear 
' no changes whatsoever. is, that 
your advertising copy must be kept 
clean. You can be as sensational 
as you wish but you cannot use 
such words and phrases as ‘‘hid- 
‘den passions, repressed desires, 
tempting, shocking, love-mad, etc.”’ 
“indescribing any picture that plays 
in a Publix Theatre. Any other 
policy is short-sighted and can 
only work havoc, not only to your 


lags 
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‘tres as a whole. ~~ 


' GOES TO OKLAHOMA 

' Fred Hoenscheidt, formerly 
“manager of the Palace, Abilene, 
Texas, has assumed the manage- 
“ment of the Sugg, Rialto, and Kozy 
Theatres, Chickasha, Okla. 
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Trailers! 


»= ‘Two special synchronized 
= SOUND-on-FILM trailers for 
= CHRISTMAS and NEW 
= YEAR are being prepared 
now and will be ready for 
| distribution on or about De- 
' cember 14, according to Bo- 
_ ris Morros. 
| Running time — approxi- 
_mately three and a half 
(3%) minutes. Price to be 
_ determined with the booking 
department or district book- 
_ ers for each theatre individu- 
ally. 
_ Oonsiderable trouble was 
“experienced by his depart- 
“ment, due to late bookings 
for the Armistice and 
Thanksgiving novelties and 
§ will appreciate your co- 
eration given by advising 
interested under your im- 
iate supervision to book 
| subjects as soon as 
itple. 
brnsnnsnnnn 
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own theatre but to Publix Thea-| 


HOME OFFICE DEPARTMENT! 


| White Publix Shield 


Prints More Clearly 


Word has been issued to all 
Saenger theatre managers that 
the black Publix shield be re- 
placed by the white in all adver- 
tising. The white line shield re- 
produces much more clearly than 
the other, which has a tendency 
to smudge. 

It injects the instititutional ele- 
ment into all theatre advertising 
in a very simple way and hence is 
of value. 


depend upon theirs. 


Here is the third of a series of stories about Publix Home Office 
Department personalities. They depend upon your effort, just as you 
To know and understand each other’s person- 
alities and problems will lighten the burdens of, everyone, and make 
our tasks enjoyable. For this reason, PUBLIX OPINION is devoting 
an important part of its space to these brief biographical sketches. 


FRED L. METZLER 
_ Comptroller, Publix Theatres Corporation 


Some men are born great, others 
acquire greatness and some have 
greatness thrust upon them. Fred 
L. Metzler, comptroller of the Pub- 
lix Theatres Corporation, does not 
belong to the first or third class. 


Mr. Metzler is a native of Buf- 
falo, where he attended the public 
schools. Circumstances prevented 
him from receiving the benefits of 
a higher education in college or 
university. . In fact, he was not 
even permitted to complete his 
high school course. 

“My family needed my earning 
power urgently,’’ explains. the 
comptroller quietly, ‘‘I was obliged 
to forget about studies and go to 
work.’”’ 


This handicap did not keep the 
youth from considering and ac- 
quiring further education, how- 
ever.. But the degree of Certified 
Public Accountant which he finally 
attained represented many long 
months of study in night schools, 
much struggling at home with cor- 
respondence courses, coupled with 
practical experience in offices 


where he was employed. 


Becomes Athlete 


But if it was night work ata 
sacrifice of personal diversion and 
entertainment which enabled 
young Mr. Metzler to obtain his 
start in the business world, it was 
devotion to his particular hobby— 
athletics, which brought to him 
the opportunities to apply his 
training as an accountant in lucra- 
tive spots and to win the rapid 
advancement and promotion to 
which he was entitled. 


“All of my early business con- 
tacts, I mean those which meant 
the most to me in opening doors to 
opportunity which I sought, were 
made on basketball courts, at 
swimming pools or: in gymna- 
siums,’’ Mr. Metzler says. 

Denied the normal chance for 
athletic activity in high school and 
college, the young Buffalo ac- 
countant applied himself as ag- 
gressively,to such diversions as he 
had previously devoted his energy 
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‘Slump-O-Graph’ 
- To Be Used For 


Sag Periods 


A 1929 statistical chart, 
or graph, to be compiled 
and drawn by every Pub- 
lix manager, has been 
suggested by Mr. Katz as 
a means of anticipating 
and averting slumps dur- 
ing 1930. This chart, or 
“Slump - O - Graph” will 
contain no figures, but 
will clearly show the falls 
and rises of grosses dur- 
ing the 52 weeks of last 
year. 

Although PUBLIX 
OPINION’S Daily Re- 
minder Calendars will be 
in the hands of theatre 
managers before the first 
of the year, it is advisable 
that a 1929 “Slump-O- 
Graph” of your theatre’s 
box office record also be 
made to act as a warning 
guidance for low gross 
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points next year. “Blue 
Monday,” “school  re- 
opening,” “football sea- 


son,” “poor Sunday ma- 
tinee,” “Lent,” and “pre- 
Christmas period,” are 
only a few of the numer- 
ous ‘slump’ periods to be 
charted on your local 
“Slump-O-Graph.” 

When this graphic il- 
lustration is completed, it 
should be placed in a very 
conspicuous and_ easily 
discernible location on 
the desks of advertising 
and theatre managers, so 
that impending ‘sag peri- 
ods’ can be immediately 
foreseen and forestalled. 
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his place in commercial circles. 


Sons Have Medals 


As a result, Robert Metzler, 
aged 14, and Roy Metzler, aged 10, 
are the proud possessors of a 
splendid collection of cups and 
medals, all testimonials to the 
prowess of their father as a bas- 
ketball player, swimmer, shot put- 
ter and all around champion ath- 
lete. 


The youngsters never may be- 
come comptrollers, but they. cer- 
tainly will be athletes, according 
to the father. Robert, an active 
Boy Scout, is developing great 
form in baseball, swimming and 
other sports, and his younger 
brother is proving a formidable 
rival. 

After affiliation with a railroad 
and a wholesale coffee house in 
Buffalo, Mr. Metzler took charge 
of the office there for the Ford 
Motor Company. Five years later 
he associated himself with a firm 
of certified public accountants. 


Assigned to Shea 


It was his work with this con- 
cern which gave him his first con- 
tact with the theatrical business. 
He was assigned to audit the books 
of the Shea Amusement Company 
in Buffalo. Ultimately he became 
identified with this company and 
for several years was closely asso- 
ciated with Mike Shea. 


In January, 1923, he was sent 
to Atlanta, Ga., to become secre- 
tary and treasurer in charge of the 
Southern Enterprises, Inc. Later 
headquarters for this operation 
were transferred to New York, 
where Mr. Metzler has remained 
since, holding offices in practically 
every theatre subsidiary company 
of Publix Theatres Corporation at 
one time or another. 

His present duties consist of 
handling the finances and accoun- 
ting, assisting in the disposition of 
excess properties, and other work 


to the business of qualifying forrelated to the foregoing. 


DECEMBER 
PROFITS 
RISE 


(Continued from Page Four) 
of the gross receipts will. be 
turned over to a charitable in- 
stitution. 


Brooklyn 
Paramount Theatre. 
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Advertising the December pic- 
tures as 1930 pre-releases ought 
to impress patrons with the un- 
usual value of the attractions, ac- 
cording to Lou Goldberg, publicity 
director. He would sell this idea 
in the usual manner. ; 

Old favorites among moving 
pictures may attract quite a few 
patrons and it is suggested that 
these be run as an added feature 
after the last show. Since it can 
be obtained at the exchange at no 
charge, there should be no in- 
crease in rates. The added trade 
will more than take care of the 
overtime costs and leave a hand- 
some last show profit besides. 


Waterloo, Iowa 


Art Stolte 


Arrangements have already 
been made) for the theatre to dis- 
tribute $15,000 worth of merchan- 
dise supplied by merchants. The 
articles collected will be given 
away the week before Christmas. 
Mr. Stolte also sold the Electric 
Refrigeration Company 300. tick- 
ets. These will be given to 
people buying radios between 
now and Christmas. Furthermore, 


all those attending the Para- 
mount Xmas Eve will receive 
some gift. This is in addition to 
the gifts being distributed as 
prizes. 


Alabama Theatre 
Birmingham, Ala. 


The toy matinee idea was used 
with great success by Manager R: 
C. Frost of the Alabama Theatre in 
preparation for his Christmas toy 
distribution. He has promised to 
send tear sheets of the publicity 
that this earned for him in the 
newspapers. 

He staged his ‘‘Happiness 
Party’? on November 29th and 
obtained over 3,000 toys. Boy 
Scouts and the city fire depart- 
ment are taking care of the ren- 
ovating while the community 
chest council or the Salvation 
Army will attend to distributing 
them at Christmas. 


BIG ATTRACTIONS 
SET FOR JANUARY 


To offset the customary.,slump 
that theatres usually find on the 
second week of January (starts 
January 6, next year), William 
Saal, Director of Buying and 
Booking for the circuit, has saved 
some big attractions for that week. 

Chevalier in ‘“‘The Love Parade’”’ 
will play nearly sixty percent of 
our ‘‘A’’ theatres, and “Show of 
Shows” will play the remainder. 
Other big attractions available 
are: ‘General Crack’’ and ‘“‘Sally.’’ 
Start gathering your available in- 
formation and get your HOT cam- 
paign under way. 


INDIANA OPENING 


The State Theatre in Anderson, 
Indiana, will open. shortly with 
Harry Muller, city manager, in 
charge. 
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NEWSPAPER CIRCULATION 
TIE-UP GETS FREE PAGES 


Here is a great newspaper 


stunt from Madeline Woods. 


The newspaper receives tickets from the theatre, which in turn 
are given by the newspaper as a gift to the rural subscribers. One 
ticket is given for one month subscription—two tickets for three 
months’ subscription—and four tickets for a six months’ subscrip- 


tion, etc. The number given de- 
pends, of course, upon the size of 
the newspaper and the activities 
of the circulation department. 


Every time a sufficient number 
of tickets have been given away 
to represent the cost of a news- 
paper page, the paper gives the 
theatre a full page ad free of 
charge. The copy can be any- 
thing the theatre chooses. 


The stunt has been confined to 
rural subscribers, but, of course, 
is applicable if you like to city cir- 
culation as well. 

’ This can be worked out in an- 
other way, whereby the newspaper 
buys the tickets from the theatre 
at a discount and uses them as 
awards. . Of course, this would 
eliminate the free page of adver- 
tising. 

It also can be worked out by the 
theatre receiving a quarter page 
free ad periodically—that is, if 
you do not care to wait until the 
sales are sufficient to entitle you 
to an entire page. 

By having the newspaper give 
these tickets to rural subscribers, 
you not only are benefitted by the 
full page free ad, but furthermore, 
when people from the surrounding 
towns come to the theatre with 
these free tickets, they invariably 
bring others with them who buy 
tickets. Besides, it attracts to the 
theatre a number of farmers who 
seldom go to the shows and, of 
course, once they are in the thea- 
tre and see ads for coming attrac- 


tions, they become interested. 

It is very important that the 
tickets used in this way should: be 
a special ticket—one that cannot 
be easily counterfeited. On the 
back or at the bottom of the ticket, 
there should be a place for the 
holder’s name or address. 


Thus, periodically, the manager 
ean check these tickets and check 
them against the circulation rec- 
ords, making sure that the news- 
paper has not been promiscuous 
in the distribution of the tickets. 
In other words, the circulation 
manager cannot very easily pass 
these tickets out among his friends 
instead of holding them for rural 
subscribers. 


Of course, anyone holding a 
ticket can put a fictitious name and 
a rural address on it, and get away 
with it, but this would involve go- 
ing to the newspaper office so that 
the name and the address would 
be authentic, because the manager 
of the theatre has the privilege of 
checking his tickets against the 
newspaper circulation records. 

This was found very important 
in one town where the manager 
had not checked the records until 
he became suspicious of the num- 
ber of tickets that were coming in- 
to the theatre. 


Newspapers usually like the 
plan and of course, there is noth- 
ing on the page ad to indicate that 
it is free. It gives managers a 
good chance to use institutional 
copy and advertise a lot of big 
coming attractions. 


Manager Gus Eyssell, of the 


Express and the Times. 


By order of Sarh Katz, pres 
i throughout the country will 


as early ag possible, 


STORIES THAT SELL 


lost no time in spreading the good word about town on PUBLIX 
SHOP EARLY drive. These clippings are from The Daily News, the 
Note that two of these stories carry Publix 
prominently in the head and list the attractions, which is what a 
perfect publicity story should be like. 


PUBLIX HOUSES PLAN .TO | 
AID SANTA’S CO-WORKERS| 


Local" Publix theaters will-do their 
| Share this year to relieve-the tired, | ing crowds, 
aching ‘feet of distracted shopgirls, 
mail carriers and expressmen, who 


j ident, 
|} more. than 1200 Publix theaters 


the public to buy and mail all gifts 


Paramount Theatre, Los Angeles, 


“Welcome Danger,” is now attract-. 
The Unit 
showing Gloria Swanson’s 


Both the Paramount and United’ 


Artists theaterg in Los Angeles are’ 


‘and avoid the last minute rush.” 


i pictures of the year, 


theaters 
Publix tor 


Local vs this yoar 


" n urging 
i} papers in ure 
ft rt mail! all gifts as 


ween, » \ 
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urging their patrons to “shop early 


} In order to get shoppers to come 

ito town at this time ‘to do their 
| Christmas shopping, ‘these. theaters 
are playing the most outstanding 


* -At the Paramount, Harold Lloyd | 
Hin his first. all-talking comedy, 


al et : e 
Tush, © the uel sete 
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FAY WRAY AIDED SANTA 


This is the manner in which the Christmas tie-up with the post office was handled in Los Angeles. Pretty 
Fay Wray posed for the pictures, demonstrating instructions issued by the postmaster on the proper ways to 
wrap and address packages for mailing. This stunt, designed to exploit the Paramount picture, “Pointed Heels,” 
is similar to the one recommended by PUBLIX OPINION to managers of Publix Theatres, except that the 
“mail early” angle is not mentioned here. 


SUNDAY CONCERT 
DRAWS IN BOSTON 


The first of a series of Sunday 
concerts at the Publix Metropolitan 
Theatre, Boston, was inaugurated 
Sunday, November 24. Guiseppe 
Creatore, the first Guest Conduc- 
tor, also remained for the follow- 
ing Sunday, December 1. 

There were 1,100 people in the 
house for the beginning of the con- 


certs where formerly, the Sunday 
attendance in the afternoon never 
exceeded 300 or 400 people. To 
judge by the enthusiastic applause 
this concert received, it indicates 
a very successful Sunday concert 
season. | 


The Music Department is now 
negotiating with a number of other 
prominent possibilities as Guest 
Conductors including Henry Had- 
ley, Damrosch, Schelling and 
others of equal reputation. 


letter or memo. 


The other thing is the 


WILL YOU??? 


Two special things you can do that will make a big 
difference in expediting your affairs in Publix, should be 
kept in mind with great benefit to everyone. 

One of these things is in writing letters or reports. 
Not more than one subject should be covered in a given 
This is because circumstances may re- 
quire that a letter or memo be forwarded thru several 
different individuals or departments concerned only with 
the matter in hand. Obviously anything else in the letter 
would not only uselessly take up valuable reading time, 
but would also stand a great chance of being lost in the 
shuffle. Briefly told reports handled in this manner get 
the quickest and surest action. 


signatures typed and then written in pen and ink above 
or below the typed name. 
PUBLIX OPINION often receives mail signed in some 
trick manner, and this of course requires a lot of guess- 
ing or investigatiing to find out who wrote it. 


desirability of having your 


This assures legibility. 


Educator Says 
Movies Should 
Be Helpful 


Motion pictures were given a 
decided boost and _ present-day 
educational methods a slam, in an 
address by Dr. Goodwin B. Wat- 
son, associate professor of educa- 
tion, Columbia University, in an 
address delivered recently at a 
conference of parents‘and teachers 
of New York City, held under the 
auspices of the Teachers’ College 
of Columbia University and the 
National Congress of Parents and 
Teachers. Dr. Watson’s _state- 
ments are indicative of the in- 
creasingly high opinion in which 
motion pictures are held by promi- 
nent educators. 


Urging support on the part of 
parent-teacher associations for re- 
forms which would result in the 
teaching of how to deal with the 
vital problems of life in a practical 
way, Dr. Watson advocated more 
dependence upon the motion pic- 
ture, in theatres and schools, as 
a means of child education. 


“For every hour that a chi}*” 3 
spends reading Browning.” 100 
Watson said, ‘‘he will spend . 
hours at motion picture shov 
therefore followed, he d 
that judicious use of mot? 
tures, which children eas 
derstand, should form a nu 
portant part of the edu 
system of the future. 


\ 
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 PLAYUP YOUR 
LOCAL NEWS | 
EVENTS 


Scores of Publix showmen,‘tak- 
ing the PUBLIX OPINION tip, 
have located a local movie camera- 
man, and have steamed him up to 
the point where he solicits a local 
merchant to pay for necessary 
footage of local news events which 
are shown on Publix local screens. 
The merchant gets a camouflaged 
“credit” title-frame only, and the 
theatre has a hot local attraction, 
without working or paying for it. 

It’s a great gag for football 
_ ‘games, picnics, or any other event 
where big crowds are in atten- 
_ dance on some activity. Local 

_ manufacturers and stores who 
' want to make a straight adver- 
_  tising film can only get it exhibit- 

ed one-performance-only by you if 

- they'll guarantee a performance 

_ sellout for some weak-night final 

_ performance. But the credit-line 

in a newsreel shot, of course, is 

- shown at all performances pro- 

viding the news event is a big 

- enough drawing card. 

Je It’s being done in many Publix 

_ theatres, and the sponsors even 

go so far as to pay for big news- 

paper ads; calling attention to 
their public benefaction. These 

- ads include selling-talk on the 

feature picture, etc. 


FARO NEL’ ONE 
OF MONTH’S 10 
BEST FILMS 


», 


__ An unusual honor has just fall- 
en to Christie Talking Plays. 
 Photoplay Magazine this month 
picked a Christie two _ reeler, 
_ “Faro Nell,” as one of the ten 
best pictures of the month. This 
4s the first time in history that 
_ ashort subject has won this dis- 
tinction. During the month, Pho- 
toplay reviewed about forty fea- 
ture productions besides’ this 
Christie subject; the other nine 
best pictures of the month were: 


“The Trespasser’’ 
“The Love Parade’”’ 
“Sunny Side Up’’ 
“They Had to See Paris’’ 
“The Lady Lies’’ 
_  “Footlights and Fools” 
a “Blackmail”’ 
“Disraeli’’ 
“Young Nowheres’’ 
_ Liberty Magazine this week 
picked this same Christie subject 
as the best short film of the 
“month. This is the first time that 
Liberty Magazine has even men- 
' tioned a short subject: in their 
_ weekly movie reviews by Frederick 
James Smith. 

The respective reviews on this 
Christie subject from Photoplay 
and Liberty were as follows: 

' “It takes something hot in the 
way of a two-reel talking comedy 
to break into this fast company 
of best pictures, and this Louise 
Fazenda howl is the bright baby. 
“Faro Nell’ is a scream—an air- 
tight, perfectly acted burlesque of 
he old-time Western thriller. 

Louise, in long yellow curls, is a 


‘panic. This is just what we've 
long wanted—a two reel talkie we 
could bellow at.’ 

oy _ —Photoplay 


_ “The Best of the month is the 
‘Ohristic burlesque on Western 
melodramas, “Faro Nell,’’ starring 
touise Fazenda. Watch for this 
funny two-reel talking comedy.” 
a —Liberty 


] \NOTHER BOISE THEATRE 
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_ The Menmar Amusement Com- 

Dany, a realty subsidiary of Publix, 

has leased the Strand Theatre in 
se, Idaho and will start opera- 
ig it on December 15, 1929. 
The Strand, a sound house with 
sealting capacity of 600, is the 
md Publix theatre in that town 
ie) other is the Pinney. 
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“To effectively sell the merchandise of the theatre, you MUST campaign several weeks in 
advance of your playdate, so that you will have created a strong public demand for it when 
you are ready to make delivery—A. M. BOTSFORD, General Director of Advertising and 


Publicity. 

1. New Year’s Day Today —| 8. Theatre Anniversaries (Man- 
Holiday Prices and Schedules. ual No. 1048, May 18, 1929). 

2. Check up on your competi-| 9. 
tors to see what they do that stitutional story in your local 
you ought to do. papers. ; 

3. HELP to stop the waste in} 10. What are you doing to tie 
good, repeatable ideas. Tell ticket-selling into mid-winter 
’em TODAY to PUBLIX school graduations? 
OPINION (the official ‘voice’| 11. Announce next month’s book- 
and ‘idea exchange’ for Pub- ings, in news story, trailer, 
lix Theatres everywhere). poster and ads. Do this every 

4. Don’t let your MONDAY month. 

BUSINESS turn into ‘blue’| 14. Check up on your sound ef-/ 
or ‘red’. Systematize activ- fects every performance! 
ities! 15. You have the merchandise. 

5. Are you building SUNDAY SELL IT! 
matinee Business? (See| 16. What are you planning for 
PUBLIX OPINION, Vol. III, re-opening of new mid-year 
Nos. 10, 12). school term? 

6. National Thrift Week (Jan- ad-copy, etc.? 
uary 17th-23rd). Stress bar-| 17. Refer to back-file of PUBLIX 
gain, matinees and ‘‘early- OPINION for hunches. 
bird, shows”. Bank tie-up on| 18. Monthly fire-drill. 
thrift accounts. chief to pose for newspaper 

7. Do you give your projection- photographs and reporters. 
ist a typewritten copy of|19. Buiding Sunday matinee 
“Sound Tips’? (See current | business ? (See 
issues and bound volume of OPINION, Vol. III, Nos, 10, 
PUBLIX OPINION for entire 12). 
series.) 20. Lincoln’s Birthday is Febru- 
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FORECAST FOR JANUARY! STUDY IT TODAY!! 


Herewith is the front page of the Special 1930 Forecast calendar being prepared by PUBLIX OPINION. . 
Doubtless some of the items listed fit your needs. ' Or perhaps you can add some more thoughts to 
the list. Study it, and do SOMETHING. In a few more days, your theatre will receive from “PUBLIX OPIN- 
ION,” the complete calendar itself. It will have, in handy, eye-catching form, the week-by-week-reminders you 
want. When you get it, check it over, and add a list of your own. 
research work to compile it for you, and now it’s up to you to improve it, so that future annual issues of 
this calendar will be more comprehensive, and serviceable. 


Plant a theatre or circuit in-| 


Appropriate 


Get fire 


PUBLIX 


Your Editor put in a terrific amount of 


He 


ary 12th. Stunts? Tie-ups? 
Copy slant? Parades? Dec- 
orations? ‘Trailers? Ads? 
Contests? Program, unit? 
Order your monthly supplies. 
Washington’s’ Birthday is 
February 22nd. Holiday 
prices? Holiday schedule? 
Special tie-ups? Special ad- 
copy? 

Pay your monthly bills 
promptly to get cash dis- 
counts. 

Re-check your pass list to 
remove deadwood. 

Send your WEEKLY reports 
in on TIME. 

Plant an institutional story 
ad—trailer—poster. 
Valentine’s Day is February 
4th. Any ticket-selling ex- 
ploitation, ad-copy, tie-ups? 
Make SURE your staff reads 
ALL of ‘“PUBLIX OPINION”’. 


Anticipate LOCAL and 
NATIONAL holidays and 
other significant events 30 days 
in advance! Decorate your 
theatre front with flags! 


22. 
23. 


24. 
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GOOD FOR CHRISTMAS TOO! 


The three Thanksgiving stunts, stories and mats of which are 
shown below, are going to be used for Christmas, too. No. 1 is a 
“Tin Can Matinee” staged by Manager T. .R. Earl of the Paramount 
Theatre, Idaho Falls, Idaho. Tying in with the Salvation Army, and 
the local newspaper, Manager Earl held a matinee between 1 and- 
3 p. m., at which the admission was a “tin can—or something for 
someone’s Thanksgiving Dinner.” On the morning of the matinee, a 
Salvation Army captain took the place of the doorman and accepted 
any monetary donations offered. In a town of 12,000, three hundred 
contributions were received containing over 1,000 articles of food. 

No. 2 is an editorial in the Charlotte Observer, which climaxed 
a gale of publicity on the “Potato Matinee” held by Manager Sam 
Hammond of the Publix Alhambra Theatre, Charlotte, N. C. Thirty- 
five bushels, of potatoes received in this manner, were displayed) in the 
lobby and later given to an orphange. The same stunt will be used 
for Christmas substituting an apple and orange for the potato. 

No. 3 is the ad carried by the Salisbury Evening Post on the 
“Potato Matinee” held by Manager A. C. Kincey of the Publix-Saenger 
Victory Theatre, Salisbury, N. C. As a result of this tie-up, Manager 
Kincey got 30 inches on the amusement page Sunday, 30 inches each 
day through Wednesday (no paper Thursday) and a publicity story 
Friday on the number of potatoes received and turned over to the 
Salvation Army. ‘ 
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PUBLIX STARTS|PARAMOUNT 10 


OFFICE BLDG. 
CAMPAIGN © 


Publix Real Estate Department 
has instituted a campaign among 
its office building managers 
throughout the South and South- 
east to stimulate leasing of space 
and collections. Five cash prizes 
will be awarded to the men mak- 


.|ing the best showing during the 


campaign, which extends from 
Dec. 1st to Feb. Ist. 

The prizes are: $25 first prize 
for leasing the greatest amount of 
floor space; $10, second prize; $25 
first prize for making the best im- 
provement in collections; $10, sec- 
ond prize; $10 first prize for the 
best lobby card. 


In connection with the last men- 
tioned prize, theatre managers are 
urged to co-operate with the real 
estate. representatives in every 
way, particularly in having their 
Art Departments make attractive 
posters to be used in the lobbies 
of buildings. 

Not only is it the duty of theatre 
managers to aid the activities of 
their company in their particular 
community as much as possible 
but, in helping the Real Estate De- 
partment secure desirable tenants 
for theatre buildings and those 
adjacent to it, they are enhancing 


‘the value of their own theatre lo- 


cation and thus increasing their 
box-office possibilities. 


KENT SAILS SATURDAY 


Sidney R. Kent, who sails Sat- 
urday for a survey of conditions 
in Europe in behalf of Paramount, 


FLOWER SHOW 


A flower show arranged by a 
local florist gave Manager Conner 
of the-Tower Theatre of Chicago 
some newspaper publicity and an 
opportunity to place 64 cards in 
florists’ windows in the Hyde 
Park, ‘Woodlawn and Jackson 
Highland Districts. 


OFFER FINEST 
PRODUCT 


(Continued from page 1) 
rade’, ‘Sweetie’ and ‘The Vir- 
ginian’, we promise eleven 
new pictures to be worked 
into the spring group which 
will be the finest we have 
ever turned out. 


‘Kor example, we offer two 
Westerns featuring Gary 
Cooper and Eugene Pallette, 
following on! the heels of that 
great success, ‘The Virginian’. 
Secondly, we will make two 
Jack Oakie productions, 
‘Marco Himself’ and another, 
yet to be released. This 
young man is one of the most 

‘ popular players on the screen 
today. 

“In addition to these four, 
we offer the greatest musical 
revue of them all, ‘Para- 
mount On Parade’, ‘The Re- 
turn of Fu Manchu’, ‘Young | 
Man of Manhattan’ to be 
made at the Paramount Long 
Island studio with Richard 
Arlen and Claudette Colbert; 
‘The Benson.Murder Case’, a 
big feature with William 
Powell; Helen Kane in ‘“‘Dan- 
gerous Man McGrew’; ‘The 
River Inn,’ with Helen Mor- 
gan and Charles Ruggles; and 
Hal Skelly in ‘Men Are Like 
That’.”’ 

Saturday morning the entire 
convention saw an advance trailer 
of “‘The Vagabond King,’’ now 
being filmed in Hollywood, and 


will be abroad six or eight weeks.|the members were later taken to 


the Criterion to see a screening 
of “The Love Parade.’’ 

Convening again Saturday after- 
noon, the meeting was addressed 
by Mr. Katz who pledged the co- 
operation of the theatre depart- 
ment in every respect. 

G. B. J. Frawley handled the 
details of the convention and took 
care of guests in an entertain- 
ment line between sessions. 


DOZEN BIG ONES 
WORKING, SAYS 
ARCH REEVE 


“In production now or due to 
start within the next month are a 
group of extremely interesting new 
pictures,’ writes Arch Reeve. 
“Bvery one of them sounds like 
big stuff. I know you'll be glad 
to hear about the line-up.”’ 

“Street of Chance’? — William 
Powell’s first starring picture. He 
plays a big city gambler. A pow- 
erful story. Director: John Crom- 
well. Featured: Jean Arthur, Kay 
Francis, Regis Toomey. Best sce- 
nario in months. g 


“Burning Up’—Richard Arlen’s| | 


first starring picture. First auto- 
mobile racing melodrama with talk 
and sound. A picture of thrilling 
action. Director: Edward Suther- 
land. Featured: Mary Brian, 
Charles Sellon. 

‘“‘Young Eagles’’—Buddy Rogers 
in an aviation story. Director: 
William (“Wings’’) Wellman. 
“Wings” made Buddy a star. This 
is his first air picture since. No 
leading woman as yet. Paul 
slated for big role. 

“Come Out of the Kitchen’’— 
Nancy Carroll in a musical-comedy 
of the sunny South of today. 
Adapted from the comedy-drama 
stage hit in which Ruth Chatter- 
ton scored such a tremendous suc- 
cess. An unusually promising set- 
up. Regis Toomey gets the lead. 
Lillian Roth sings. 

“The Benson Murder Case’’— 
Third of §. S. Van Dine’s detective 
‘mysteries. William Powell again 
plays Philo Vance, Hugene Pal- 
lette, Sergeant Heath and E. H. 
Calvert, District Attorney Mark- 
ham. 

“Ladies Love Brutes’’—Intrigu- 
ing title. George Bancroft’s next. 
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COMING! 


BOUND VOLUMES 
bee - 


“PUBLIX. 


present from the Editor. 


by applying to, the City 


executives who require 


tre where allocated. 


for a 


OPINION. 


Spaces for 


‘ing proper entries in it. 
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Lukas | 


From date of first publication, down to November 
1, 1929, are being distributed this week, as your Xmas 


The limited number available will enable 
us to put only one copy in each small city, in the 
hands of the Publix chief there, where it will be 
available to all who wishi to refer to it. In the 
larger cities, several copies will be available to 
House Managers and Advertising Managers only, 


Every Home Office Department head, and 


nished a copy. They’re FREE, but remain the 
PROPERTY OF THE COMPANY, and are not 


to be cut or mutilated, or removed from the thea- 


This book will be used as a reference-foundation 
Quick Daily “Futures” Reminder Calendar, 
which PUBLIX OPINION has just completed, and 
will issue in the next few days. These calendars will 


be published as a special supplement to PUBLIX 


give you a marvelous record-document at the end of 
next year, which you'll be able to use as a forecaster, 
for the following year, if you are diligent about mak- 


—Benyj. H. SERKOWICH. 


Here are. two more 
Advertising, Publix-Kunsky 
every week until Christmas, 
full double truck radio tie-up in t 
outside car spaces for “Shop Early 


me 


\ 


\ 


Its most interesting feature: Ruth 
Chatterton opposite Bancroft. In 
support: Fredric March, Fred Koh- 


SOON!! 


OPINION” 


Manager. 
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same, will also be fur- 


SAR « SEE WHY 
0 Million P 


CHASED 


“MORE SHOP EARLY ADS—AND RADIO TIE-UP! 


the “Shop Early” ads which are part of the De 
heatres, Detroit. The first of the series was printe 
with the shows and. attractions being brought out stronge 
he background, also promoted by the same showman. 
has taken a series of ten kid shows. 


Shoppers Matinees” and the “Times” 


THE DAY 
OF VOICE 


eople 
MAJESTIC RADIOS IN 
ONLY 18 MONTHS! : 


TUNE IN 
INSTROMEN 
DEEP, 


We Have He Salammea! You Seve the Cammiaton! 


*1462 


VISIT OUR EAST SIDE RADIO 
"ERS—D&ET! 


ite—ani 
Rudy Vallee 
them the idols 


is tA 
‘ 


ler. Director: Rowland V. Lee, 
who made “The Wolf of Wall 
Street.”’ 

“The Two Black Crows in the 
A.E.F.’’—Need I say more? ‘‘Why 
Bring That Up?’ a money picture. 
Here, beyond doubt, another. 
Brand new material. Director: 
Richard Wallace. In the cast: 
Joan Peers and Henry Wadsworth, 
young-love pair in “Applause.”’ 

“Marco Himself’? — Should be 
one of funniest comedies ever 
made by Paramount. Heading 
cast: Jack Oakie, Al Jolson’s only 
rival, playing punch-drunk prize- 
fighter. Besides: ‘Skeets’ Galla- 
eher as Oakie’s pal and Harry 
Green as their manager. Suther- 
land at the megaphone. 

In addition, four other splendid 
pictures, as yet untitled, are being 
prepared. They include: 

“Evelyn Brent as the star in 
an exciting melodrama about an 
American girl and a mysterious 
Englishman in Paris and Nice. 
Featured: Clive Brook and Paul 
Lukas. 

“Gary Cooper in a story of ro- 
mantic adventure behind the Con- 
federate lines in Civil War times. 
After ‘The Virginian,’’ Cooper 
looms as a big-money star. Mary 
Brian again plays opposite him. 

“Clarai Bow in a story laid in 
Paris in World War days. Clara 
plays an Apache. No leading man 
yet. Story now being written. 

“Ruth Chatterton is featured 
with Fredric March in an all-talk- 
ing picturization of Timothy 
Shea’s great novel, ‘Sarah and 
Son.’ A dramatic, moving story 
of mother-love. Director: Doro- 
thy Arzner. Adaptor: Playwright 
Zoe Akins. 


WILEMAN AT ABILENE 


O. H. Wileman, formerly mana- 


you to write in, will 


SUPENOEUNEEUTEETUORUNGHUMEGEEOGENOQUEORTEOGHOGQUEEEREEQRIEGREERREEGHUEG! 


ac las a 


ger of the Connelle and Lyric The- 
atres, Eastland, Texas, has as- 
sumed the management ofthe 
Palace and Rex Theatres, Abilene, 
Texas. wd 


PLANS “RADIO FROLICS” 


In order to build his Monday 
business, Charles Pincus of Omaha 
is planning a series of “Radio 
Frolics’? using local talent and 
broadcasting from the stage. 
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HAS DAWNED! 
YESS Se aoe! 


iz voine 
on the air, that makes 
of countless thousands! 


'N YOUR own home THE 
MAJESTIC, mighty mon 
of the air, brinzs you 


splendid, roachable 
perfection of the perfect ins | 
gtrument. 


You never really know the 
the. 2 


Kastd them on the Bf 


Radics Biggest Moneys Wo/ 


Make Your Own Comparj/ ; 
i 00 es ae, 
1462 wast] aw 
MARTIN BROS 


6345 Michigan Ave. near Livernois 
The West Side’s Leading Radio Store 


TOB WANT / BUY 


Feo opeer pee) 
vai 
JESTICT 


Lafayette 6069 


YO-YO TOPS AND 
FOOD SHOWS 
WIN WEST 


A report from Louis J. Finske 
of the Colorado District office re- 
veals that exploitation stunts 
from food shows to Yo-Yo tie-ups 
are helping materially in building 
grosses throughout the district. 

At the Publix Denver Theatre in 
Denver, the largest sporting goods 
store in town was prevailed on to 
name the Yo-Yo top tthe “Ted 
Mack Top” after the master of 
ceremonies at the theatre. In ad- 
dition 3,000 tops Were given away 
by the theatre and the following 
week a Yo-Yo contest was held 
on the stage. All this was ar- 
ranged by Publicity Director Shel- 
ley at no cost to the house. 

The. Denver also ran a Pure 
Food Show some time later with 
a good deal of advertising mate- 
rial distributed by the manufact- 


| urers participating. 


At the Publix Newman Theatre 
in Kansas City, lucky number con- 
tests have been held for some time. 
A tie-up has recently been effected 
with a box-lunch company that 
has daily sales of over 10,000. All 
printed matter is taken care of by 
the company and all their trucks 
carry streamers advertising the 
current show. The same type of 
arrangement is soon to be worked 
out with a street car company 
that sells over 30,000 one dollar 
ticket booklets. ‘The theatre will 
get car cards featuring the cur- 
rent attractions every week in ad- 
dition to other printing advertis- 
ing the contest. 


Like many other Publix theatres 
the Newman arranged to distribute 
candy before the showing of 
‘“‘Sweetie.”” So well pleased was 
the confectionery company that 
300 one half-pound boxes of candy 
were given to the theatre to be 
distributed to the first ladies who 
attended the show on Monday, 
Tuesday, and Wednesday, between 
6 p. m. and 7 p. m., the weakest 
show times. 


A. flashy opening helped the 


‘ 


od CD, ~Ssdio’s Biggest Money's Worth 


cember Drive Campaign of Art Schmidt, Director of Publicity and 
d in the last issue of PUBLIX OPINION. Two of these are run free 
r every week. The actual size of the ads may be gauged by the 
The street car company came through with the front 


D § SS.3£ t ° 
rennstic 
AY 


Publix Rialto at Denver sell the © 


“Hollywood Revue.” Town celeb- — 
rities attended in evening dress, © 


the theatre entrance was brilliant- ~ 


ly floodlighted and cameramen = 


‘were on hand to “shoot” every--) 


one of importance. 


CHANGE ADS! 


A. M. Botsford, Director of 
Advertising & Publicity, calls 
attention to the fact that Mon- 
day ads, if they are used, should 
be entirely different in makeup 
and character from your regular 
advertising. This specimen 
Brooklyn Paramount layout il- 
lustrates his point. 


HAVEYOU 
THE MONDAY. 
HABIT 222 


All Brooklyn is changing “Blue” 
Monday to Happiness Monday: 
at the Brooklyn Paramount! 


Forget your cares—fly high 
on the wings of romance with 


RUDY 


WALLEE 


IN PERSON! 


with his original CONNECTICUT YANKEES in 
“NOVELTIES”, Boris Petroff’s Publix Production 
with Gene Sheldon and Boyce Combe! 


° 
Now at Popular Prices! 


“APPLAUSE” 


Paramount’s Most Talked-About All-Talking Picture 


wih HELEN MORGAN! 


Sing-a-Song with 


BOB WEST 


? GENE DENNIS ? 


The Mystery Girl in person in 
the grand lounge! 


EXTRA! TONITE ONLY! 


In addition to the regular feature and show! 


cLrara BOW 


in Elinor Glyn’s great success 


“yy” 


Her most famous Paramount Picture! 


Brooklyn’s Only First Kun Theatre! 


Go To ONLY 65c after 


at 


A z 9 


SHOTS OF POLE 
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FLIGHT, BIG 
B.0. LURE 


With the whole world acclaim- 
ing Commander Byrd’s sensational 
flight over the South Pole, Publix 


-showmen are secure in the thought 


that, through the cameras of Van- 
derveer and Rucker, Paramount’s 
intrepid newsreel photographers 
with the expedition, they will be 
assured the greatest box-office lure 
in the history of show-business, 
when pictures of the dramatic 
flight are shown in their theatres 
early next spring. 

This mammoth and authentic 


‘drama is packed with intense au- 


dience appeal that will back all 
“thrillers of the frozen . North” 
off the screen. Prepare for it now! 
SELL IT NOW! No expedition or 
news activity since the beginning 
of time has received such tremen- 
dous publicity as this one has— 
mostly of the front page streamer 
type, too! Tie into it! These 
stories havee whetted public cur- 
iosity. They have read all about 
it—now they want to SEH it! Tell 
them they can do so by coming to 
YOUR theatre, where every detail 
of this expedition, dramatically 


recorded in the stupendous Para- 


mount feature-picture, will be 
shown upon the return of the 
Byrd party in the spring. 


BYRD CALLS PEAK 
AT SOUTH POLE 
“PARAMOUNT” 


Commander Richard Byrd has 
named a peak of a new mountain 
tange which he discovered at the 
South Pole ‘““PARAMOUNT,’’ ac- 
cording to a Radiogram received 
from the famous explorer at the 
Home Office last week. 

News of this distinguished hon- 
or conferred upon Mr. Zukor was 


hailed with great enthusiasm when 
‘it was disclosed at the Paramount 


Convention held in New York City. 


g Paramount Mountain will now be 


carried on all maps of the world 
and will go down.in history as a 
tribute to the founder of Para- 
mount Pictures. 


INFANTRY HELPS 
PUBLIX BALLYHOO 


Nothing like the army to help a 
Citizen in any circumstances! D. J. 
Dugan of the Paramount Theatre 
in Newport, R. I. was anticipating 
a visit from the Paramount en- 
tertainment special-—so he 
called on the troops of the 13th 
United States Infantry and they 
came to his help, band and all. 

Not only did they help him 


- greet the sound train but they got 


the mayor, corps of marines, and 
hosts of local celebrities and busi- 
ness men to arrange a \Publix 
Amusement Special parade.\ 


MN 


Watching Wires 
Saves $200,000 


Taking $200,000. out of 
annual overhead cost of the 
sircuit is accomplished by the 
cost-committee headed by 
Sam Dembow, Jr., thru the 
adoption of an idea present- 
ed by Circuit Comptroller 
Fred Metzler. A definite set 
of rules as to the use of 
ong-distance telephone, and 
telegraph, automatically re- 
duces the annual cost figure 
nearly $50,000 worth. 

Plus this, elimination of 
some of the phoney polite- 
ness in most telegrams, such 
; as the words ‘‘mister,”’ ‘‘re- 
Beards “please,” ‘‘reply by 
letter or wire’’, will save an- 
sother $10,000 or more. Here- 
iter, all telegrams and tele- 
hone calls will be charged 
(their point of origin, and 
ut finding will start there, 
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BRIGHTENING UP A PIP 


Carrying a banner “She laughed her head off at the Paramount 
Theatre while seeing ‘The Love Doctor’,’ two ushers paraded the 
downtown streets of Des Moines at the behest of Manager Jack Roth. 
The ushers toted a stretcher on which was a dummy, with the dummy’s 


head placed on top of the body. 


A concealed portable phonograph 


with the Okay “laugh” record made the ballyhoo. 


Eddie Cantor Makes 
Own Short—‘Speeding’ 
Eddie Cantor spent a day at the 


Paramount studios in Long Island 
recently and the result will be a 


talkie short entitled ‘‘Speeding.”’ 
Eddie, who took care of the 
gags and continuity himself, busts 
a couple of speed laws and finds 
himself in trouble. The occasion 
provides him with an opportunity 


to do a one-reel specialty. 


CONSTRUCTION, MAINTENANCE 


AND RESEARCH DEPTS. JOINED — 
UNDER MR. EUGENE ZUKOR 


The complete re-organization of the Construction, Maintenance 
and Research Departments, whereby these three important branches 
of Publix activity are united into one department under the direc- 
tion of Eugene J. Zukor, was announced at a general meeting of 
all the executives involved, recently held.in Chicago. 


THEATRE AIDED 
IN XMAS DRIVE 


Herbert Chatkin, manager of 
the Publix Paramount, Springfield, 
Mass., is successfully launching 
his Christmas campaign by tieing 
in with the local radio station, 
post-office and by getting the co- 
operation of the newsboys. 


A morning theatre party was 
given to 175 newsboys, who in re- 
turn, will stuff their papers with 
10,000 circulars, every week; mail 
trucks will carry banners on both 
‘sides, with ‘‘shop-and-mail-early”’ 
copy and notice about the attrac; 
tion and prices prominently dis- 
played; street cars will also have 
similar banners; station WBZ, 
during their daily broadcasts, will 
include a message regarding early 
mailing, mentioning theatre name, 
attraction and prices. » 


MEET THE BOYS: 


To promote acquaintance, respect and mutual understanding of the splendid individuals who comprise 
Publix, these one-minute biographies are offered. They’re not printed as vanity ticklers for the showmen 
here portrayed. We want the photo and biography of everyone in Publix. 


HERMAN R. CLAMAN 


Herman R. Claman, present 


manager of the Broadway, Chel- 
sea, Mass., 
and a gradu- 
ate of Boston 
University, 
has had a 
varied career 
in condueting 
numerous 
theatres in 
the east. 
Upon his 
graduation 
from the uni- 
versity, Cla- 
man entered 
the employ of 
the Bijou 
Amusement 
Co. of Fitch- 
burg, Mass., 
assistant 
the gen- 
eral. manager 
of the Lyric, 
Cummings & 
Shea thea- 


H. R. Claman tres, houses 
playing  pic- 
tures, vaudeville and legitimate 


attractions. Later he was ap- 
pointed manager of the Lyric 
and Sun. In 1926, he. left the 
theatrical profession to take 


charge of sales for the Union 
Coal Co. He remained there for 
two years and then returned to 
the theatre, as manager of the 
Universal, Fitchburg. Claman 
has also managed the Whalom 
Theatre, Fitchburg, a dramatic 
stock operation. 


BYRON J. McELLIGOTT 


Byron J. McElligott, present 
manager of the Orpheum, Sioux 
. Falls, S. Da- 
kota started 
= jin the theatre 
— | business as 
elassistant 
manager of a 
downtown 
Minneapolis 
theatre in 
1920. 

Three years 
later he re- 
ceived his 
first man- 
agerial as- 
signment-ata 
suburban 
theatre and 
then, in 1926, 
to the Lyric, 
a downtown 
operation. 
From this 
theatre, Mc- 
Elligott was 
transferred to 
his present 
position. 


B. J. MeBlligott 


EUGENE F. GOSS 


Eugene F. Goss, a graduate of 
the fifth session of the Managers’ 


School, atten- 
ded Tufts 
College, 
where he 
spent several 
years before 
he entered the 
theatre 

Goss’ 
theatre 
was as 
at the 
ropolitan, 
Boston, From 
there he was 
assigned to 
the manager’s 
school. Upon 
his gradua- 
tion .from the 
school, Goss 
was assigned 
to his present 
location in 
Bangor, Me., 
as manager 
of the Park 
Theatre 
there. 


EK. F. Goss 


G. B. YOUNG 


George B. Young, who started 
in the theatrical business as 
usher in the 


obtained val- 
uable experi- 
ence in con- 
ducting road 
shows, vau- 
deville, musi- 
cal comedies 
and motion 
plicit riers: 
Young is a 
4] sraduate of 

the Gary 
|| Business Col- 
ai lege. 

Soon after 
getting his 
eeifirst job: as 

usher, Young 

Alwas promoted 
to doorman 
and finally 
appointed 
manager of 


in the same 
Later he was associated 
with the Turner-Dahnken circuit 
in the capacity of manager, at 
their Berkeley Theatre in Cali- 
fornia. 


G. B. Young 
the Art Theatre, 
city. 


At present, Young is 


managing the Broadway in Gary. 


R. K. FULTON 


While attending high school in 
1926, R. K. Fulton entered the 


theatre busi- 
ness as usher 
at the Prin- 
cess, Sioux 
Giiy fla. A 
few months 
later he was 
assigned as 
chief of serv- 
ice and upon 
his gradua- 
tion from 
school, was 
promoted to 
“be assistant 
of 


Capitol, 
win the same 
“town, as as- 
sistant man- 
ager. More 
than a year 
later he was 


K. 
given his first managerial as- 
signment, at the theatre where 
he received, his first theatrical 


R. Fulton 


experience — the ‘Princess, 
present position. 


his 


BERT W. NIX 


Bert W. Nix entered the show 
business at the age of 10, travel- 
ing with his 
father’s con- 
cert company. 

Seventeen 
years ago, he 
went to the 
Twin Cities 
and got a job 
as an usher 
with the 
Finkelstein & 
Ruben  or- 
ganization at 
their Palace 
Theatre in St. 
Paul, Minn. 
A short time 
elapsed be- 
fore he was 
promoted to 
the position 
of assistant 
manager. 
Later he was. 
assigned the 
manager- 
; ship of the 
Bert W. Nix Empress. He 


has also managed various other 
KF. & R. theatres: He is at 


present assigned to. manage the 
Shubert in St. Paul, Minn. 


SS. EE 


The present line-up of the 
consolidated department is as 
follows: 


Eugene J. Zukor, General Di- 
rector of Department of Con- 
struction, Maintenance and Re- 
search; Morris Greenberg, Gen- 
eral Supervisor; B, B.- Buc 
hanan, Director of Construction; 
C. M. Fox, Director of Decora- 
tion; J. H. Elder, Director of 
Maintenance; Dr. N. M. La- 
Porte, Director of General Re- 
search and Sound Maintenance; 
Harry Rubin, Director of Pro- 
jection—Operation and Mainte- 
nance; C. C. Hamilton, Director 
of Foreign Construction. 


Problems Weighed 


The session, which lasted two 
days, was attended by more than 
forty-five persons, which included 
Messrs. Zukor, Greenberg, Buc- 
hanan, Elder and Dr. LaPorte of 
the Home Office, representatives 
of warehousing, maintenance, 
sound maintenance, projection 
maintenance, and a number of 
electrical research men. The re- 
arrangement of the functions of 


the various departments as a re- 


sult of the consolidation was out- 
lined and fully discussed. Infor- 
mation and ideas were exchanged 
and the various problems in the 
field were carefully gone over. 


The new extension and building 
policy of Publix, it was brought 
out at the meeting, has created 
the necessity for a concentrated 
specialization and close co-ordina- 
tion which the present consolida- 
tion and re-alignment assure. De- 
partment heads who, because of 
the wide scope included by the old 
departmental division, were for- 
merly unable to concentrate upon 
the all-important keystone activity 
of their department—for ‘which 
they are particularly qualified— 
will now be able to do so. 


Experts in Charge 

The other phase of their work, 
not included in this specialization, 
will be directed by men who, in 
turn, are especially qualified for 
that particular type of work and 
they will concentrate on nothing 
but that. As a result, the entire 
three departments are broken up 
into individual units, each one of 
which is directed by a qualified 
expert who can devote all his spe- 
cialized ability to that particular 
unit and nothing else. The con- 
solidation of all these units under 
a single head assures that co-ordi- 
nation which makes for efficiency. 


An example of this is the re- 
search department. Under the old 
order, there were two research de- 
partments, one for Paramount and 
one for Publix. In each of these 
departments, the work was done 
by different people: and there was 
no inter-relation between them. 
Now, Mr. Zukor has combined 
both these departments under the 
direction of Dr. LaPorte, who re- 
ports to a research committee 
composed of practically every 
branch of Paramount-Publix ac- 
tivity. Thus, Mr. Eugene Zukor 
represents the theatres on this 
committee; Walter Wanger and 
Harry Goetz, the studios; Frank 
Meyer, the film laboratory; Louis 
Swartz, the legal department. 
Morris Greenberg acts as super- 
visor of the committee. 


TUNSTILL MOVES 


Clayton Tunstill, formerly man- 
ager of the Rialto, Sugg & Kozy 
Theatres, Chickasha, has assumed 
the management:of the Lyric and 
Gem Theatres, Brownwood, Okla. 
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PUBLIX CAR HEADS PARADE 
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DETROIT NABS 
FREE WEEKLY 
RADIO PLUG 


The Publix Theatres in Detroit 
are effecting tie-ups with local 
commercial radio broadcasts in 
addition to the regular theatre 
broadcasting activities. 

Fred Roche of the Paramount 
Theatre, co-operating with the 
leading local radio station, sold 
the Benton Store the idea of tak- 
ing an hour each week and pro- 
viding a program which would be 
of particular interest to ‘movie 
fans. The hour is called the 
“Benton Movie Club.” The mer- 
chant furnishes the time, the or- 
chestra, all talent for the hour, 
and carries newspaper advertising 
on the program. 

The musical features each week 
are built around the songs of 
some current picture attraction. 
They are presented as a radio | 
tabloid musical comedy version of 
the show with description of the 
stars and the action of the story. 
In addition to the tabloid musical 
comedy there is also a medley of 
the other leading hit songs from 
current pictures. The announce- 
ments carry mention of theatres 
where the attractions are being 


GOOD ARGUMENT 
HELPS TO SELL 
AD TIE-UPS 


Theatre advertising and public- 
ity men seeking ad tie-ups with 
merchants are given a potent sell- 
ing argument in the statement of 
Kenneth Collins, publicity director 
of R. H. Macy & Co., who told 
members of the Advertising Club 
in New York that $215,000,000 a 
year are wasted’ by advertisers be- 
cause their ads bore the public. 

Publix showmen will do well to 
bring this to the attention of the 
merchants in their community. An 
authority such as Mr. Collins can 
not be doubted. Inasmuch as 
your merchandise is entertainment 
—a distinct anti-boredom commod- 
ity—it should not be difficult to 
impress merchants with the value 
of using stills of your screen or 
stage stars in their ads or tieing 
up generally with such a sure-fire, 
entertaining eye-catcher as the 
theatre. 


MANAGER BOOSTS 
HIS ‘RIVAL’ SHOW 


The parade which preceded the University of Tennessee homecoming celebration in Knoxville was headed 
by the Publix entertainment special. Note the attention which the handsome sound car is commanding from the 


crowds along the line of the parade. 


shown. 


A ‘question and answer’’ de- 


partment and contests worked 
about current or coming pictures 


are other features of the broad- 
Announcement of contest 


cast. 
winners is made in the merchants 
store first, 
nounced on the air so that the 
contestants are induced to come 
to the merchant’s store. 
are also distributed at the store. 

The theatre furnishes still pho- 
tographs of stars for prizes, and 
the merchant furnishes the major 
prizes, for example, Spanish 
shawls in a Rio Rita Contest. No 
theatre talent is furnished for the 
broadcast. 


N. Y. Paramount Ushers 
Value Service Awards 


In order to stimulate interest 
among his usher staff, Manager 
T. E. Leaper*of the New York 
Paramount has been presenting 
credit awards to those deserving 
in merit in the form of checks for 
$1. Soon, however, he noticed 
that few of these checks were 
being cashed, the ushers apparent- 
ly choosing to keep the checks as 
credit diplomas of their work. 
Whereupon Manager Leaper pre- 
pared a_ special engraved docu- 
ment with a detachable coupon 
redeemable for various prizes on 
permanent display on the loge 
floor of the theatre. 


UNIQUE BALLY 


Manager Roy H. Brown used 


' this rube ballyhoo to exploit 
Will Rogers in “They Had To 
See Paris” playing at the Pub- 
lix-State Theatre, Cedar Rapids, 


Ta. 


a week before an- 


Prizes 


So ee eee: 


PARENT-TEACHERS ASSOCIATION 


Dallas, Texas 


To all managers: 

As per my discussion with you 
in our Weekly Meetings, this will 
serve as a reminder that you 
should send’ in to the editor of 
PUBLIX OPINION any material 
or ideas that will assist in putting 
over the December drive to off- 
set the pre-Christmas Slump. 

I want to urge you to get into 
your respective theatres and check 
into the December campaign and 
let’s kill the old worn-out idea 
that our business has to drop off 
during the pre-holiday period. 

As I told you at a recent meet- 
ing, there is no doubt in my mind 
but that this territory is doing as 
many novel exploitation stunts, 
putting over as many good cam- 
paigns, has as many merchandis- 
ing ideas as any section of the 
country, and yet we have been 
rather selfish inasmuch as it is a 
rare occasion when we send any 
of these ideas to Mr. Serkowich 
for publication. As I have re- 
peatedly told you, it is very fine 
for us to get up a good campaign 
that will either increase our box- 
office receipts or offset a slump, 
but we should not stop there and 
we are not fair to our company 
when we do. It is going to bring 
a lot of praise to each of you if 
yeu not only insist upon these 
ideas and campaigns being sub- 
mitted to Mr. Serkowich, but you 
are charged with the responsibil- 
ity of seeing that they are sent in. 

Let’s see some of your cam- 
paigns published in PUBLIX 
OPINION. lLet’s flood Mr. Serko- 
wich’s office with novel ideas and 
selling angles and suggestions to 
offset any slump that may come 
along. But, on the other hand, 
don’t send in to his office any 
worn out or old ideas that are not 
unusual exploitation stunts be- 
cause Mr. Serkowich understands 
and appreciates that these are be- 
ing done regularly. 

Yours very truly, 
Barry Burke, Division Man. 


BASSIN IN NEEDHAM 


Peter J. Levine has succeeded 
Charles Bassin as manager of the 
Publix Capitol Theatre in New 
Bedford, Mass. Bassin replaces 
J. V. Shea, resigned, as manager 
of the Paramount, Needham, 
Mass. 


ENDORSES 


From Madeline Woods comes 
the following list of pictures en- 
dorsed by the Parent-Teachers 
Association. There should be no 
difficulty getting entry to school 
bulletin boards or arranging con- 
tests or tie-ups with any of these. 
Make a copy of this list and use 
it when you play any of these 
pictures. 

Big News 

Disraeli 

Fast Company 
Flight 

Girl in the Show 
The Great Divide 
The Hottentot 
Illusion 

Marianne 

Mr. Antonio 
Mother’s Boy 

Rio Rita 

Sailor’s Holiday 
Stairs of Sand 
Side Street 

They Had to See Paris 
The Thirteenth Chair 
Why Bring That Up 
Words and Music 
Welcome Danger 
The Flying Marine 
His. Lucky Day 
Eternal Love 
Speedway 

The Four Feathers 
Mysterious Island 
She Goes To War 


Owl Club Organized 
In Cedar Rapids, Ia. 


A new twist to the conventional 
Midnite Show, or Midnite Matinee 
as it is sometimes called, is the 
formation of an Owl Club in 
Cedar Rapids, Ia. Harry Herman, 
manager of the Paramount Thea- 
tre, started this movement to 
promote attendance for his mid- 
nite shows scheduled for every 
Friday nite. 

The popularity of the shows is 
spreading rapidly for each week 
finds many new members of the 
Owl Club at the theatre to attend 
the regular meeting held on Fri- 
day nites. Before the showing 
of the feature attraction scheduled 
for opening the next day, the 
members are permitted to dance 
in the spacious lobby of the Para- 


mount Theatre. 


THESE 27 PICTURES 


ee 


SPECIAL ARRANGEMENTS 


Completed and Available for Stage Bands 
In the New York Paramount Theatre Library. 
eg Soges Cea ee ee 


The Man I Love 

Jazz Patrol 

Beloved 

Chiquita 

Constantinople 

Coquette 

Diane 

Fortune Teller 

Get Your Man 

In My Bouquet of Memories 

In The Evening 

Log Cabin of Dreams 

Memories of France 

Just Like a Melody Out of the Sky 

Mother Goose Parade 

My Heart Stood Still 

Salty 

Saint Louis Blues 

Song of the Vagabonds 

It Goes Like This 

Memories of Victor Herbert 

Angela Mia 

Slavische Rhapsody 

Dream Tango 

Crazy Rhythm 

Get Out and Get Under the Moon 

Cavalleria Rusticana 

On the Road to Mandalay 

Hail, Hail, the Gang’s All Here 

Back in Your Own Back Yard 

Oh, You Have No Idea 

Moonlight and Roses 

Too Busy 

Uncle Tom’s Cabin 

Chloe 

Tiger Rag 

Old Man Sunshine 

Dempsey-lunney Fight 

Roses of Yesterday 

Rhapsody in Blue 

Deep Blue 

Second Hungarian Rhapsody 

Three-In-One Overture 

Another Kiss 

Sonny Boy 

Milenberg Joys 

I Must Have That Man 

Rainbow ’Round My Shoulder 

I Can't Give You Anything But 
Love 

Jeannine 

Blue Shadows 

All by Yourself in the Moonlight 

Sweethearts on Parade 


A novel stunt was instituted by 
Manager M. L. Semon of the Pub- 
lix-Keith’s Georgia, Atlanta, who 
ran an enthusiastic selling trailer 
on “The Virginian’ at the “rival” 
Paramount Theatre in the same 
town on December 9. The trailer 
read that, although a manager 
seldom boosts a show at a rival 
theatre, yet this particular picture 
is so outstanding that he cannot 
help but urge his patrons to see 
that picture. The trailer then 
went on to give a detailed account 
of the excellence of “The Vir- 
ginian.”’ 


Where the Shy Little Violets Grow 

Doing the Raccoon 

When Summer Is Gone 

Precious Little Thing Called Love 

Let’s Do It 

Me and the 

rH Get By 

How About Me 

Mi Amado 

Blossoms 

Tll Never Ask For More 

Caressing You 

The One That I Love, Loves Me 

Sweetheart of All My Dreams 

Alsace Lorraine 

My Angeline 

The Song I Love 

Barbara 

Are We Downhearted 

Pretty Girls and Melodies 

Deep Night 

If I Had You 

Louise 

Dream Train 

Just a Kiss to Remember 

Mean to Me 

Shut the Door, They're Coming 
Through the Window 

Tia Juana 

Building a Nest For Mary 

Honey 

Down Amongst the Sugar Cane 

Forgotten Kisses : 

American Tune p 

Baby, Where Can You Be 

Ain't Misbehavin’ 

On the Alamo 

Desert Song 

Madame Butterfly 

Tll Always Be in Love 

Feeling I’m Falling 

Glorifying the American 

You Were Meant For Me 

They All Fall In Love 

Schertzinger (Medley) 

Louise (Medley) 

Pagan Love Song (Medley) 

Here We Are 

Revolutionary Rhythm 

You Were Meant For Me 

In the Hush of the Night 


Man in the Moon 


Girl 
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You're a Million Dollar Baby i 
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Street Car 
Huneh 


Playing good ball with the Bad 
Weather Hints, suggested by M. 
M’ Rubens and printed in PUBLIX 
OPINION in November, City Man- 
ager Roy Rogan of Joliet, Illinois, 
scored neatly in a street car tie-up 
the détails of which deserve re- 
printing in full. 

Every street car and bus in Jol- 
iet displays posters front and rear 
reading, “FREE Ride Home Mon- 
day Nights from PUBLIX THEA- 


'TRES. Save Parking Worry. 


On the inside of each vehicle, 
on either end, are cards announc- 
ing, “DO YOU KNOW You Can 
Take Your Family to the RIALTO, 


, ORPHEUM and CRYSTAL THE- 


ATRES on MONDAY NIGHTS on 
the street car and get a free ride 
home??? Ask Car Operator.” 

On Sunday, the transportation 
company ran a_ four-column, 
eleven-inch ad on the theatre page 
announcing the tie-up. 

Car operators handed out 5,000 
ecards in four days with the fol- 
lowing copy: ; 

“Good for one outbound fare 
from Joliet loop district Monday 
night after 7:00 P. M. on date 
stamped by Rialto, Orpheum, or 

Crystal Theatres. The Publix 

Theatres have arranged with 

the*Chicago and Joliet Electric 

Ry. Co. to give’ the theatre-go- 

ers round trip transportation 

for one fare on Monday nights. 


NOTE: This card must be 
stamped when theatre ticket is 
purchased.” 

In addition to the above the 
transportation company h a s&s 
agreed to use 120 inches more of 
newspaper advertising, making .a 
total of more than 150 inches 
for the four-week period of the 
tie-up. 


There was absolutely no cost to | 


the theatres except the printing of 
eards, and running a trailer in 
each theatre and a two-inch box 
topping the regular theatre ad- 
yertising. NO REDUCTION WAS 
MADE IN ADMISSION PRICES, 
NOR AGREEMENT MADE TO 
SHARE ANY PART OF THE 
STREET CAR FARE REDUC- 
TION. 


Although the tie-up is for Mon- 


days only, the street cars carry the} 


copy during the entire week so 
that the theatres cash in daily on 
the exploitation. Mr. Rogan re- 
ports that the street car officials 
are highly pleased with the re- 
sults. 
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a penny! 


FREE RIDES ON MONDAY NIGHTS 


* Note the box in this ad—“Free Ride—Monday Nights—To Theatre Goers!” 
of space the transportation company of Joliet portrayed the advantages of street car travel. ¢ 
the story of free rides to Publix patrons. This ad, and many more that came later, did not cost the circuit 


In four columns, eleven inches 
In the box it told — 


WATCH THESE 
VICTOR DISCS 


Your Traffic Problem Solved! 
No more struggling through traffic jams--- 
No more parking problems--- Just--- | 


USE STREET CARS--LEAVE YOUR AUTO at HOME 


Free Ride --- Monday Nights .-- to Theater Goers! 


On Monday nights, each Inbound Street Car and Bus passenger will 


be given a card that is good for 
RIALTO, ORPHEUM or CRY. 


one Return Fare between 7:00 P. M. 


and 11:45 P. M., provided the holder buys a Ticket to either the | 


STAL THEATER and has his Card 


stamped at time Theater Ticket is purchased. 


p” 


tertainment offered. 


flopped.” 


tion dominate its purpose. 


futtire-career. 
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DO YOU SELL TICKETS OR 
DO YOU SELL YOUR PUBLICITY ? 


A flood of material that comes to the attention of the editor of PUBLIX OPINION indi- 
cates that a great many Publix merchandisers are MAKING THE HORRIBLE SELLING 
MISTAKE of saturating their sales-mediums and consequently their community with con- 
sciousnéss of the selling effort, such as contests, etc., rather than creating the desire for the en- 


The method becomes the dominating thing, in 


selling of the contest. 

f Publix-Balaban & Katz, who is one of the most expert and 
effective merchandisers in the industry starts his every enterprise by nailing down all the loose- 
ends that might dissipate ticket-buying enthusiasm. Until he assures himself that “the show is 
the thing,” he doesn’t start. His contribution to the early and continuous success of Balaban & 
Katz has made him an outstanding leader of that small but notable group of first magnitude 
showmen of America. Your Editor, as one of his former colleagues, knows first-hand that Mr. 
Hollander’s effectiveness is due mainly to his inviolable rule against letting his “stunt” or promo- 


A Publix-B & K “Radio Show” 


rial your company is paying for. I. 
it against the experience of your chiefs. W 


] ‘ 
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stead of the result. Because of this, we have 
many “showmen” who will say that “in spite of their huge campaign on a certain attraction, it 


Of course it flopped. Instead of popularizing the attraction with tempting copy, all of the 
temptation was used up in the 
W. K. “Bill” Hollander, o 


supplement of a newspaper would be 90% ticket-selling 
medium, and 10% radio-set salesmanship—or else there’d be no supplement and no radio- 
show in a glittering million dollar theatre with a ready-mad ; 

If what you plan to do sells tickets, then do it. Otherwise, don’t waste the time and mate- 
The company can’t afford to do it, and you can’t afford to do 
hen you stubbornly insist on riding to a flop, you're 
inviting candidates to look over the attractiveness of your present job and its possibilities for 


e crowd. 
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Go to the Theater Monday Night, the Street Car Way 


character. 


EVERYBODY'S 
“SWEETIE” ! 


A ‘Sweetie’ channel lettering 
sign atop the Publix Michigan 
Theatre in Detroit attracted plen- 
ty of attention, due to its unique 


Art Schmidt, director 


of Publix Advertising in the motor 


iand theatre city, arranged: to have 


the sign read in three different 
manners, namely—‘MY SWEET- 
TE SY Ore Re SWHE TEE, ?-— 
“OUR SWEETIE.” 


In viewing the ‘‘Sweetie’’ flash- 


er sign in the morning when the 
lights were turned off, the letters 
read in this manner: 


\ 


MYOUR 
“SWEETIE”’ 
The bulbs were of a cherry 


hue, and carried the spell of ro- 
mance, youth and pep into the 
hearts of thousands of people that 
read the sign every day,—and en- 
tered to enjoy ‘“‘Sweetie.”’ 


The Naney Carroll picture re- 


mained for a second week at the 


Publix Michigan Theatre. FIRST 
TIME TO BREAK THE WEEKLY 
POLICY SINCE ITS OPENING 
THREE YEARS AGO! 


CHANGE AT MARION 


Arthur Smith replaces J. C. 


King as manager of the Para- 


mount Theatre, Marion, Indiana. 
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FOR TIE-UPS 


For your information, quoting 
from the advance list to Victor 
dealers: i 


“You can do wonders with 
this weekly release . . . ani 
it offers so little resistance that 
sales effort put behind it wilil 
result in riotous business! Hach 
and every selection is attractive. 
Helen Kane’s record, ‘Aintcha’ 
from the motion picture which 
she has recently made is the 
feature.’ Her style seems more 
realistic than ever on this re- 
cording ... the song is 
bound to go over big.”’ 


“Record No. 22192 


(Aintcha—from Paramount 
picture POINTED HEELS — 
Helen Kane) 

(I have to Have You—from 
Paramount picture POINT- 
ED HEELS—Helen Kane) 


“Clever little Helen Kane is 
here again in two songs which 
just suit her. They are both 

from her most recent motion 
picture and are full of all the 
vocal tricks which characterize 
her work. The melodies are 
catchy—so’s the rhythm 
but what’s the use of trying to 
describe the record . . . you 
have to hear it to get the per- 
sonality of this actress whose 
singing is so realistic that you'll 
be looking around the room to 
see if she’s not there in person. 

She certainly makes herself 
very clear in both these selec- 
tions. Let your customers hear 
her .... let them judge for 
themselves the _ entertaining 
quality which Miss Kane puts 
over so charmingly.” 


“Record No. 22194 (My 
Sweeter Than Sweet—foxtrot 
from Paramount picture, 
SWEETIE—Leo Reisman and 
His Orchestra.) 


“The smooth quality which 
makes Reisman’s playing so 
popular is evident on this coup- 
ling of fox trots. The A side, 
“My Sweeter Than Sweet,” from 
the picture SWEETIE, is a 
dreamy melody in slow tempo 
with warm sax tones interwoven 
with the violin. The vocal re- 
frain is attractively sung and 
has a particularly fine accom- 
paniment. The piano is promi- 
nently featured too, as are other 
instruments. 


The LAUGHING LADY makes 
use of Victor Schertzinger’s tune- 
ful waltz, ‘‘Another Kiss,” pub- 
lished by Famous Music Corp. 
This is repeated instrumentally 
and also sung by Nino Martini 
once. Martini does not appear 
but sings this offstage. 


For your information, the title 
of the song is mentioned in dia- 
logue between Clive Brook and 
the orchestra leader, when Clive 
Brook asks for the title of the 
waltz, which is the only tune to 
which he is able to dance. 


(This is the same tune that was 
sung by Nancy Carroll in MAN- 
HATTAN COCKTAIL, one of last 
year’s Paramount pictures.) 


Three Midnight Shows 
in Tri-City District 


Plans for special New Year’s 
Eve midnight shows are well un- 
der way in the Tri-City district in 
Iowa. The Fort, Columbia, and 
Le Clair Theatres will start sell- 
ing reserved seat tickets three 
weeks in. advance, charging 75 
cents. This will be done largely 
through the screen trailer and 
through notices in the regular 
theatre ads making any unusual 
advertising expenditures unneces- 
sary. 


SWIGER TRANSFERRED 


Holden ‘Swiger was transferred 
from the Palace Theatre, Dallas, 
to the Kirby Theatre, Houston. 
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=: SAYS MR. KATZ 


“Tf I only had one theatre to run, as I pleased, with the 
sole responsibility of making it a profitable investment, there 
are a great many things I would do that would be astonishing,” de- 
clared President Sam Katz recently to PUBLIX OPINION. 

“The latitude for resourcefulness and initiative that is pres- 
ent now in a single operation, is without limit. The showman 
who is willing to investigate the true values of precedent 
and tradition and make his own decisions as to whether they 
should’ be followed and improved upon, or discarded, is 
: the showman who some day will take his place as one of the 

noted figures in the industry. The operator of a single theatre 
has no one to whom he can offer an alibi. He succeeds or fails 
because his own efforts and resourcefulness either provide or 
fail to provide a solution to his problems. 

“All of us are young and active enough, and this business 
itself is young enough to offer ample room for creative thought 
and action. I am glad to see in a great many of our operations 
that Publix has the kind of manpower and brain-power which 
constantly demonstrates the truth of this. These are the men 
who are the worthwhile showmen in the organization. The 
habit-bound slaves of custom who follow routine only, and 
create nothing, are missing a large part of the enjoyment and 
opportunity that is before them.” 


PARAMOUNT AND BRAINS 


Starting with the history-making “Interference” and Lhe Doc- 
tor’s Secret,’ and followed by the unquestioned masterpieces of 
The New Show World, Paramount has 
its share in combatting the envious, often ignorant and always un- 
convincing attacks of the alleged intelligentsia on motion pictures. 
The “intellectuals,” it appears, are beginning to weaken. 

Proof of this is found in a recent column of Heywood Broun, 
one of the most astute, intelligent and widely read columnists in 
America—the chosen idol of the intellectuals. Mr. Broun writes 
daily for the New York Telegram and his column is syndicated 
throughout the country by the powerful Scripps-Howard chain of 
newspapers. ae 

In his column, the celebrated writer registers his annoyance at 
the unintelligent criticism so often levelled at the motion picture 
industry “that' it is intellectually deficient.” He expresses his con-. 
viction that an activity which has so indubitably earned the sup- 
port of the people must be and IS directed by people of brains, 

intelligence and talent. 

To us in the industry, this is an old story. PUBLIX OPIN- 
ION has often dwelt upon it. However, the significant thing 1s 
that this conviction is slowly but surely beginning to seep through 

the encrusted prejudices of the “Gntellectuals.” We in Publix 
should take a particular pride in the brilliant role played by Para- 
mount in breaking down this deeply rooted antagonism by the 
sheer excellence of its pictures. 

However, the battle is only half won. It is the duty of all in 
Publix to impress upon the public, by whatever medium is at their 
disposal—news stories, ads, radio, trailers—that Paramount Talking 
Pictures enlist the choicest brains in the world for every phase of 
activity. The most distinguished writers, painters, decorators, 
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science centers of the world afford, are finding unhindered and 
inspirational expression of their craft in Paramount Talking Pic- 
tures. SELL THIS. THOUGHT! For convincing and irrefut- 
able proof, just submit a list of the last few Paramount pictures 
that played your theatre. 


Meret 


The Official Voice of Publix 


Publix Theatres Corporation, Paramount Building, 


done more than 


musicians, technical experts, directors and actors that the art and 
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SOUND 
TIPS 


From Publix Department of 
Sound and Projection. 


HARRY RUBIN, Director 


SOUND BULLETIN NO. 38 

Projection Room Reports. 

The condition of Weekly Pro- 
jection Room Reports reaching 
the home office makes it necessary 
to draw attention once more to 
the desirability of listing any and 
every trouble under ‘‘Remarks,” 
at the bottom of the sheet, no 
matter whether it is explained 
above or not. 

If your screen is dirty and you 
say so in the proper place do not 
hesitate to write in ‘‘Screen dirty” 
under ‘‘Remarks’”’ as well. The 
same applies to every other form 
of trouble or suspected trouble. It 
does no harm to mention it twice. 

Every report reaching the home 
office is given two readings. The 
second reading is entirely thor- 
ough, and intended to turn up not 
only those troubles of which the 
projectionist complains, but others 
that may be indicated by the met- 
er readings or otherwise, and of 
which he himself may be unaware. 
But the first reading is more 
sketchy and designed only to catch 
those obvious matters which may 
be in need of prompt attention. 

The moral is plain. If you 
want your difficulties to get the 
promptest possible attention, men- 
tion them under ‘‘Remarks.”’ 


Governor of Kansas 
Praises “The Virginian” 


The following is an excerpt 
from the letter of George S. Bak- 
er, manager of the Publix New- 
man Theater, Kansas City. 

“During ;the run of ‘The Vir- 
ginian,’ Governor Reed of Kansas 
was in Kansas City to attend the 
American Royal Convention. An 
invitation was extended to the 
governor and his party, who at- 
tended the eight o’clock perform- 
ance and commented on the pic- 
ture. He and his party enjoyed 
the show very much, the governor 
said, as ‘The Virginian’ is his favo- 
rite book.”’’ 


Midnight Shows Draw 


on New Year’s Eve 


Midnight shows for New Year’s 
Eve are being planned by the thea- 
tres of Omaha and by the Broad- 
way, Council Bluffs. The -Para- 
mount and World Theatres will 
sell tickets three weeks in advance 
charging $1.00 admission. "State- 
Omaha and Broadway-Council 
Bluffs will run straight pictures 
and: will charge fifty cents. 
SOO NMI 
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THEATRE PICTURE 
Paramount, 
The Marriage Playground 
Rialto..........- The Virginian 


Rivoli, 
; The Taming Of The Shrew 


B’klyn Paramount, 
The Marriage Playground 


Criterion ($2), 


The Love Parade 


NALA 
i IIASA 


s 


il NU 


ve a» 
New Vouk aVeck of December 13th, 1929 


through sensible scrutiny of Publix expenditures by the cost-control committee, to make funds avail- 
ideas for advisable economies! | 
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_SAM DEMBOW, Jr., Executive Vice President 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix Opinion for this service in every issue! Watch the 
trade papers for it, too! 


LENGTH OF FEATURES 


Record Foot- Runn’g 
No. Subject Make age Time 
Pointed Heels—7 reels AT)... Paramount 5300 61 min. 
Lost Zeppelin—8 reels (AT)... Paramount 6550 73 min. 
Laughing Lady—8 reels (AT) Paramount 7100 79 min. 
Its a Great Life—l11 reels (AT) M-G-M 8430 94 min. 
Vagabond Lover—8 reels (AT) R-K-O 5900 66 min- 
No, No, Nanette—10 reels (AT) 1st National 8880 99 min. 
(AT)—AIl Talking 
LENGTH OF TALKING SHORTS 
PARAMOUNT 
Pointed Heels (Trailer) ......seeeeeeereerers 260 3 min. . 
Marriage Playground (Trailer) .....-++-+-e-: 290 3 min. 
On the High C’S ...-cececereeesererecss «.... 890 10min. 
News No. 37 cccsccccecccecccesrcccerccsecses 900 10 min. 
WARNER 
895 Dead or Alive ....-. Mae ae oe ae ee 820 + 9 min 
904-5 Bert Lahr “Faint Heart” «2... s--se eee eeeees 1350 15 min. 
913 Arust & Ellis “Rhythm in PRTC et seenenenoecese cette 650 7 min. 
918 Pack Up Your Troubles ...-----e see serecrccs 760 9 min. 
920 Fisher & Hurst “Apartment Hunting” ....... 640 7 min. 
3179-8 Finders’ KeeperS ...--eeesserre errs srscsrrss 1930 22 min. 
3238-9 Flattering Word ....-..:esseee sere eerste 1920 21 min. 
8333 Dead Line .....---s-eeees Sate Pan terme hoo e cat 795 9 min. 
DUSRA AMO SA le et irae iwle wee ween eee wees sees nt eat tty 505 6 min. 
Length of Synchronous Shorts 
PATHE 
TRO VAG WW. NOs Bie wise © wi epeseeezars we lene pemsennrtan es cates 927 10 min. 
Length of Non-Synchronous Shorts 
‘ PARAMOUNT 
News No. 37 785 9 min. 
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GLEASONS MAKE 
ANOTHER TALKIE 


James and Lucille Gleason are 
starting to make their repeat ap- 
pearance in the Christie series of 
talking plays in a story by James 
Gleason about an invisible hus- 
band. 
with John Litel and Helen Mehr- 
mann in support. 

Charlie Murray will 
“The Duke of Dublin,’ by Vernon 
Smith, Murray’s first appearance 
in the Christie series. 

The 
work on Taylor Holmes’ third pic- 
ture, ‘‘Let Me Explain,’’ based on 
Kenyon Nicholson’s play, 
Anonymoys 
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with Holmes are John T. Murray 
and Vivien Oakland, and the pic- 
ture is being staged by A. Leslie. 
Pearce. { 

Another Christie Talking Play — 
just completed is Louise Fazenda 
in “So This is Paris Green,” Ken-— 
yon Nicholson’s burlesque on the ~ 
familiar Parisian Apache theme, 
with Louise Fazenda as the queen — 
of the underworld, Bert Roach as — 
her husband, and Georgie Stone as ~ 
the lover. a 


The picture is being filmed 


start in 


NEW PUBLIX THEATRE 


Publix has taken over the man- ~ 
agement of the Terrace Theatre, — 
Danville, Ill. LL. C. Worley, city 
manager of Danville will bein © 
charge of the operation. § 
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